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Cogeneration Solutions 

With today’s growing concern for fuel efficiency, cogeneration and CHP ( Combined Heat and Power) has been 
and will continue to be an effective means of increasing the efficiency of engine driven generation or engine driven 
mechanical assemblies. 

Heat energy for various purposes can be efficiently obtained from a single engine, without increasing operating 
costs. Recovered heat utilization applications can include: direct space heating, water heating, process heat, material 
drying/curing, steam or preheat for steam, and absorption chilling. 

Enercon’s custom packaging products are designed and built to more than meet your expectations for the 
highest quality and performance. We work closely with you from concept through design & build, and will provide 
1 00% testing at our factory prior to delivery and installation. Fill your needs with Enercon cogeneration solutions. 



COMPLETE SYSTEM SOLUTIONS IN 

CUSTOM SWITCHGEAR • CONTROL SYSTEMS • PACKAGING • POWER GENERATION PRODUCTS • CO-GENERATION 


NO. I ALTORFER LANE, E. PEORIA, IL 6161 I 
WWW.ENERCON-ENG.COM • E-MAIL: SALES@ENERCON-ENG.COM 
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Be safe at any speed. 



ABB low voltage circuit protection. 

Because performance always matters, quality protection 

A is essential. ABB delivers with a full range of low voltage 
products. . . including Tmax and Isomax industrial 
molded case circuit breakers and Emax low voltage 
power circuit breakers from 15A to 5,000A. These breakers redefine size-to- 
performance ratios for maximum flexibility, featuring the industry’s lowest I 2 t 
with the highest interrupting capacities in the smallest space. As a global leader in 
circuit breakers, our field-installable accessories and trip units are available with 
communication and metering capabilities that meet international standards 
(UL, CSA, IEC, CCC) . To see how reassuring leadership can be, visit 
www.lvpinfo.com/4. 


ABB Inc. 

1 206 Hatton Road 
Wichita Falls, TX 76302 
www.abb-control.com 


Power and productivity 
for a better world™ 
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Events Calendar 


Conferences 

E3 EGSA 2007 Fall Technical & Marketing Conference 

September 16-18, 2007; Maui, HI 

Speakers will cover business and technical aspects of On-Site 
Power Generation and current industry trends. For information, 
visit www.EGSA.org or call (561) 750-5575. 

EGSA 2008 Annual Spring Convention 

March 16-18, 2008; Santa Ana Pueblo, NM 

The Association’s Annual Convention of Members. Speakers 
will cover business and technical aspects of On-Site Power 
Generation and current industry trends. For additional infor- 
mation, visit www.EGSA.org or call (561) 750-5575. 

Schools 

13 EGSA On-Site Power Generation School 

Minneapolis, MN July 16-20, 2007 

Atlanta, GA October 22-26, 2007 

New Orleans, LA December 10-14, 2007* 

The most complete overview of an On-Site Electric Power Gen- 
eration System available anywhere today. Now offering Continu- 
ing Education Units (CEUs)! For information, visit www.EGSA. 
org or call (561) 750-5575. 

*To be held concurrently with POWER-GEN International 


Industry Trade Shows 

POWER-GEN International 2007 

December 11-13, 2007; New Orleans, LA 

The world’s biggest show for power generation, featuring the 
EGSA On-Site Power Pavilion. For exhibit information, contact 
EGSA at (561) 750-5575, ext. 205 or e-mail Jalane Kellough at 
J. Kellough@EGSA. org. 

POWER-GEN Asia 2007 

September 4-6, 2007; Bangkok, Thailand 

Recently combined with China Power, this event is one of 
Asia’s biggest power generation shows. For information, visit www. 
powergenasia.com. 

Vietnam Electricity Expo 2007 

December 5-7, 2007; Hanoi, Vietnam 

Fully supported by the Vietnamese Ministry of Industry and 
Electricity and held in rotation with Hochiminh City since 1992, 
focusing on small to midsize thermo and hydroelectric projects. 
For information, visit www.cpexhibition.com. 

EGSA Members : List your meetings here; fax your information to (561) 
395-855 7. 

Look for more industry events in our up-to-date 
calendar on the web at www.EGSA.org 


Berthold Electric's 


Generator Connection Cabinet 


Portable generator connection made quick and easy! 


Berthold Electric's Generator Connection Cabinet provides a convenient outdoor 
station to quickly and easily connect a portable generator to a facility's electrical 
power distribution system. 

• Rent a portable generator only when you need it 

• Share a single generator among multiple locations 

The low cost of our Generator Connection Cabinet now makes backup power 
affordable for a wide variety of applications: 




Critical Power 

Back up permanent on-site generator(s) 
for N+1 (or more) redundancy in case of 
generator maintenance or failure. 

• Telecommunications 

• Hospitals 

• Data centers and web hosting facilities 

• Any facility with its own on-site 
generator 


Essential Power 

Use a portable generator as your 
backup power source. 

• Schools 

• Manufacturing 

• Office and high-rise buildings 

• Any facility that has an occasional 
need for backup power 



1900 W. Carroll Avenue, Chicago, Illinois 60612 
Phone: (800) 657-6650 
Email: info@bertholdelectric.com 


Berthold Electric — The Power to Deliver 


Visit us online at www.bertholdelectric.com 
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Gary Kidwell 
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From the Top 


Healthcare Dynamics: 
Power to the Patients! 


A fter writing my previous column on data center 
growth it occurred to me that the need to man- 
age high volumes of data penetrates into nearly ev- 
ery type of organization. It’s like water into a sponge 
that can’t be saturated. Brokerages and banks are obvi- 
ous, of course. Less obvious are hospitals. 

There’s been a veritable explosion of IT in health- 
care. For good reason. Eighty-three million baby 
boomers are approaching retirement age. How many 
of us are among them? As many boomers begin lean- 
ing more heavily on the healthcare system, they’ll find 
the system is aging like them. 

The healthcare industry is rejuvenating itself, how- 
ever, to handle the load — both the number of patients 
and the power to serve them. It’s a prescription for 
success for companies in the electrical generating 
systems business. 

How hospitals — and power systems manufactur- 
ers — are responding to the growing need for more 
power was the topic of discussion at a roundtable 
sponsored by ASCO with Consulting-Specifying Engi- 
neer magazine. The topic was emergency power in 
healthcare. If you’re interested in the discussion, a 
report on the roundtable is in the March issue of Pure 
Power magazine. 

A number of dynamics drive our business in the 
healthcare market. Consolidation is one. An increas- 
ingly digital environment that includes maintaining 
patient records and medical imaging is another. 

The decision to rebuild or go “greenfield,” manag- 
ing future growth and meeting patient, physician and 
hospital staff expectations round out the list. Physician 
expectations can be especially high as many of the 
panelists said doctors fully expect that they will never 
see anything go down because of a power outage. 

What’s it all mean to us? More business. More 
loads and more cooling require more power. Hos- 
pital management wants to protect more and more 
revenue generators, such as MRIs, CATs and linear 
accelerators. 

A number of roundtable panelists said NFPA, Joint 
Commission on Accreditation of Healthcare Organiza- 
tions QCAHO) and Health Insurance Portability and 
Accountability Act (HIPPA) are encouraging hospitals 
to cover more of their loads with emergency power. 
The JCAHO Sentinel Event Alert 37, for example, 
effectively raises the bar for all healthcare facilities. 
It urges them to consider not just what the codes re- 
quire, but to go beyond that and look at what’s needed 
for effective operation. 

One reason is improved patient care. But from the 
physician’s standpoint, it’s liability. The engineering 
manager of one of the hospitals represented at the ta- 


ble said the hospital put both of its Cath labs on UPSs, 
as well as on emergency power. He said the hospital 
looks at the code as the minimum requirement and 
exceeds it by 100 percent. 

Another reason more equipment is put on emer- 
gency power is sustained power outages. A sustained 
outage quickly makes air conditioning, kitchen ser- 
vices and sterilizing equipment “must add” loads to 
emergency power. Additionally, moving to interven- 
tional rooms requires imaging equipment for surgery. 
Covering that equipment with emergency power is no 
longer a cost issue; it’s a real patient safety issue. 

Electric utilities, too, are auguring for more emer- 
gency hospital power. They want hospitals to shed 
loads from the utility source during times of peak 
power demand. Some hospitals in the midwest are 
taking a different approach to satisfying the demand 
for more power. They’re building aggregated power 
facilities with enough capacity to meet their growing 
power requirements into the future. 

Centralized energy designs typically have redun- 
dancy on both the utility and the emergency side. 
Some designs are 2N systems, rather than N+l or 
N+2. 

Panelists also see the demand for medium voltage 
power systems growing. If this trend takes off, it will 
have a substantial impact on the product mix we of- 
fer. 

Ever growing emergency power systems and 
shrinking engineering and maintenance staffs require 
more remote monitoring to efficiently track and con- 
trol power system operation. Web-based command 
and control monitoring advises short-handed staffs 
immediately when issues arise. 

All this business won’t come spilling over the tran- 
som. Much of it will be hard earned. Our traditional 
customers in engineering and facility management 
need more than ever to convince C-level executives of 
the cost/risk/beneht ratios of various emergency power 
designs. 

Talking to C-level execs requires a much different 
language than what we use with engineering and fa- 
cility management. Terms like ROI, net present value 
and shareholder value need to be part of the equation 
when we talk about the value of avoiding downtime 
for hospitals. 

Facility directors need to be conversant in that 
language and need to be able to argue effectively for 
their infrastructure needs. The use of simple payback 
is out the window. 

That’s why we call our equipment a capital invest- 
ment. It’s an investment in patient care, capable physi- 
cians and an experienced staff. ■ 
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George Rowley 
EGSA Director 
of Education 


Education 


Certification Program Update 


A s of March 31, 53 technicians have earned the 
right to use the title “EGSA Certified Electrical 
Generating Systems Technician.” More significant 
is the number of techs (248) that have purchased 
the certification test Study Guide and are prepar- 
ing to take the test. Passing the certification test is 
a true measure of a tech’s knowledge, skill, and 
proficiency. Employing Certified Technicians adds 
credibility to the employers’ commitments to high 
standards and proficiency, and to meeting the 
needs and expectations of customers. 

Interest in the program is strong and increas- 
ing-we have responded to many inquiries about 
this important program from techs and their 
employers from across the United States, Canada, 
Mexico, the Caribbean, and Central 
and South America. 

Certified Technician 
Logo Items-In addition to 
our uniform patch, Certi- 
fied Techs will soon be 
able to order baseball caps 
and decals adorned with 
the EGSA Certified Techni- 
cian logo. The logo items pro- 
claim that the wearer is an “EGSA 
Certified Electrical Generator Systems 
Technician.” Watch for announcements. Order 
forms will be available in Powerline and on our 
web site soon. 

• Our highly detailed sew-on uniform patches 
contain over 15,000 stitches to highlight our 
copyrighted genset logo. 

• Decals will be available in two sizes (4”x6” 
and 8”xl0”) for use on service vehicle win- 
dows and body panels, toolboxes, etc. These 
heavy-duty adhesive-backed vinyl decals are 
made to hold up to exposure to the elements. 
To help resist fading and weathering, the im- 
ages are printed with UV resistant ink and we 
have applied an extra gloss coating to further 
protect the image from fading and abrasion. 

• Our distinctive EGSA blue caps with white 
brim stripe, button, and vents feature the 
EGSA Certified Electrical Generator Systems 
Technician logo prominently displayed up 
front. The one-size-fits all caps are made of 
durable high-quality cotton and feature a 
flex-strap to adjust the size. 

Are your techs preparing to take the test and 
earn the right to wear the patch? Find extensive 
information about this new and important pro- 
gram on our web site www.EGSA.org. If you have 


questions or need additional information contact 
George Rowley by e-mail at G.Rowley@EGSA.org. 

Education Committee 

Your Education committee and its many ac- 
tive members and volunteers continue to make 
progress on improvements to EGSA education 
programs. 

New Two-Tiered On-Site Power Generation 
School-We plan to introduce a two-tiered school 
format in 2008. In terms of general guidelines, the 
“Basic” school will meet the needs of personnel 
working in non- technical positions (e.g., Sales/ 
Marketing, Administrative/Management) and for 
those with less than three years experience work- 
ing in the industry. The “Advanced” school will 
meet the needs of those who have attended 
the current or Basic On-Site Power Gen- 
eration School, personnel employed in 
Engineering, Project Management, or 
Service positions, and those with over 
three years experience working in the 
industry. 

Instructors are now preparing descrip- 
tions and learning outcomes for their mod- 
ules and will soon prepare CEU test items and 
begin to build PowerPoint® presentations. Infor- 
mation about the school will be widely distributed 
as the plan for its implementation matures. 

Revision of the On-Site Power 
Generation Reference Book 

Much progress has been made to prepare for 
the revision of the On-site Power Generation: A 
Reference Book. A select committee consisting of 
nine members met in February to plan develop- 
ment of the book. Three members of the Certifica- 
tion Program DACUM Panel attended, and their 
contributions should make the revised book even 
more valuable to technicians. In addition to mak- 
ing preliminary decisions about content and for- 
mat, the committee made decisions regarding the 
outline for the book and developed guidelines for 
authors. The results of the committee’s efforts were 
presented to the Education Committee and Book 
Committees at their March meetings and are now 
in an approval process. We anticipate that a “Call 
for Authors and Reviewers” will be distributed 
within the next several months. 

Please contact George Rowley at G. Rowley @EGSA. 
org if you need information about any of EGSA’s 
education programs. ■ 
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Russelectric custom engineers 
every power control system 
to specific customer requirements 



"We wanted triple redundancy 
in the controls for our 
critical power system. 

Russelectric provided redundant 
17" touchscreen controls 
plus full manual operation!' 


At Russelectric, special requirements or unusual 
designs are not interruptions of our business... 

they are our business. 

Russelectric specializes in using proven technologies 
and components in innovative ways to satisfy even 
the most exotic customer requirements. Well never 
compromise on quality, safety, or performance. And, 
above all, well never ask our customers to settle 
for less than exactly what they want. 

Independently owned and operated, Russelectric 
has only one goal. . . to take care of our customers. 


c j3u6&electrio 


1 - 800 - 225-5250 

www.russelectric.com 


Power Control People You Can Rely On 



Codes & Standards 



Herb Whittall 


EGSA Technical Advisor 


The Rise of "SMARTcodes" 


I n the January 2007 Building Safety Bulletin is- 
sued by the ICC (International Code Council) 
there is an article about a program called “build- 
ingSMART”. In theory, it is a step forward in per- 
mitting for buildings in that they will be reviewed 
by computer programs and should allow the time 
between applying for a building permit and the 
issuance to be reduced considerably. This would 
be a great help to builders in Indian River County 
where I live. However, for those of you having 
problems with Fire Inspectors using the Interna- 
tional Fire Code (IFC) requiring expensive changes 
to the package generator sets breathers and fuel 
tank Filer system it could add to the problem. It 
also could cause areas not encountering the IFC 
now to have a problem in the future. Why? Be- 
cause buildingSMART will be using “SMARTcodes” 
and SMARTcodes are based on the 2006 Interna- 
tional Building Code, International Fire Code, Interna- 
tional Plumbing Code, International Mechanical Code 
and International Fuel Gas Code — all codes issued 
by the ICC. Since these SMARTcodes will make the 
job of the entity issuing building permits easier 
and cheaper, they may become the law in areas not 
currently using ICC codes and therefore, introduce 
the IFC to more areas. 

Pursuant to the International Fire Code (IFC) 
with its requirement for a tall vent pipe, I received 
an email from UL concerning the fuel tank and 
quoting NFPA 30 Flammable and Combustible Liq- 
uids Code , Chapter 6.7. This requires a vent outside 
the building 24 inches from the building. How- 
ever, it seems UL does not consider an enclosure a 
building so as long as the generator set is outside, 
the provisions of NFPA 30 should not apply. 

Continuing with the IFC, the latest edition of 
the ICC Building Safety Journal says the IFC has 
been adopted in Massachusetts and that Georgia 
and Iowa have updated their codes to the 2006 
IFC. Various other cities and towns have also ad- 
opted some of the ICC codes, but it does not tell 
me if the IFC code was adopted. 

NFPA has instituted a new document notifica- 
tion system. They will email you when an ROP 
(Report on Proposals) or ROC (Report on Com- 
ments) is posted. To register go to www.nfpa. 
orgl codelist, select the code you want, click on the 
“Alert Me” link and sign in for the email update. 


I hope you all attended and learned a lot 
form the Spring Convention in Savannah. The 
presentations were full of interesting and useful 
information. The last presentation — Wireless Tele- 
communications: The Digital Revolution — was very 
interesting. Discussing where the digital revolu- 
tion is going and what is going to be built by the 
Homeland Security Department in the way of relay 
stations, all of which will need generator sets. 

California is requiring all small engines (under 
50 horsepower) produced after January 1, 2007 to 
include catalytic converters in the exhaust system. 
This requirement is expected to reduce smog emis- 
sions from these engines by 40 percent and reduce 
overall emissions in California by 7 percent or the 
equivalent of 3 million cars. The Federal EPA gave 
California the authority to do this in December, 
2006. 

New York has released a pre-proposed draft 
of rules to implement the Northeast’s Regional 
Greenhouse Gas Initiative (RGGI). The RGGI will 
place a regional cap on C0 2 emissions from fos- 
sil fuel electric power plants of 25 megawatts or 
more. The cap is 121 tons of C0 2 from 2009 to 
2015 and then a 10 percent reduction by 2019. I 
am sure this means stricter emission regulations on 
diesel and gas powered generator sets in the New 
York, New Jersey and New England area in the 
very near future. 

UL 2201 Issue 3 - Outline of investigation for 
Portable Engine-Generator Assemblies was published 
on March 2. I have a copy (92 pages). On page 77 
is the latest diagram for a warning of CO poisoning 
to be put on these sets.. 

A very complete IEC document FDIS IEC 
62402 ED 1.0 Obsolescence Management - Applica- 
tion guide closed final voting on April 15. EGSA 
voted for this document. In this document product 
includes such items as: capital equipment, Infra- 
structure, Consumer durables, consumables and 
software products. A second document 56/1186/ 
NP Management of Reviews in a Product’s Life Cycle 
EGSA voted against since it is very similar to IEC 
61160 (2006-02) Design Review. The two need to 
be combined and not be two documents. ■ 
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The most complete 
overview of an On-Site 
Electric Power 
Generation System 
you can find 
anywhere 
today! 




EGSA’s On-Site 
Power School 
is coming to 
these cities! 

San Diego, CA 

Feb. 26-March 2, 2007 

Baltimore, MD 

April 23-27, 2007 

Minneapolis, MN 

July 16-20,2007 

Atlanta, GA 

October 22-26, 2007 


New Orleans, LA 

December 10-14,2007 


EGSA 

On-Site 

Power 

GENERATION 

Schools 


Now Offering CEUs 



EC5A 

Electrical 
m Generating 
m Systems 
m Association 


Electrical Generating Systems Association 

The Voice of the Global On-Site Power Industry for over 40 years 
1 650 S. Dixie Highway, Suite 500, Boca Raton, FL 33432 
56 1 /750-5575 Fax 56 1 /395-8557 e-mail@egsa.org 
Visit us online at www.egsa.org 



EGSA News 


EGSA Members Recognized for Service to the Industry 


Several members of the Electrical Gen- 
erating Systems Association (EGSA) were 
singled out at the recent EGSA Annual 
Spring Convention in Savannah, GA and 
recognized for outstanding contributions 
to EGSA and the entire On-Site Power 
industry. 

2007 EGSA President Gary Kidwell pre- 
sented Leo LeBlanc of Nixon Power Solu- 
tions with the William Timmler Award. 
The William Timmler Award is given an- 
nually to an individual EGSA member for 
outstanding work in chairing an EGSA 
committee. LeBlanc, who won the award 
in 1997 for chairing the Membership Com- 
mittee, was recognized for his stewardship 
of the Association’s Convention & Com- 
munications Committee, which develops 
content for the Association’s Conference & 
Convention educational sessions and for 
the Association’s bi-monthly publication 
Powerline magazine. 

Mr. Kidwell also recognized Jack Rogers 
of FWMurphy with the Leroy H. Carpenter 
Award. The Leroy H. Carpenter award is 
given to an individual EGSA member for 
long and outstanding service to the As- 
sociation. Rogers was recognized for his 
service to the Codes and Standards Com- 
mittee, contributions to the 3rd and 4th 
editions of the On-Site Power Reference 
Book and, most recently, his service to 
the David Coren Scholarship Committee. 
Rogers has served EGSA as a Director, a 
member of the Executive Committee and 
as President in 1997. 

Mr. Kidwell went on to recognize a 
select group of On-Site Power School In- 
structors whose hard work and commit- 
ment over the years have helped educate 
EGSA members and the On-Site Power in- 
dustry. Recently, the EGSA Board of Direc- 
tors established an Instructor Appreciation 
Program for the purpose of recognizing 
the contributions of instructors — and their 
employers — who have devoted significant 
time and effort to the school, and who have 
taught in the school for at least five years. 
Five instructors were recognized for their 
contribution as an EGSA school instructor 
for at least 10 years. They were: 

• Jim Wright of Marathon Electric, 24 

years of service; 

• Herb Daugherty, retired from ASCO 

Power Technologies, 22 years of ser- 
vice; 



Past EGSA President Dale Slemp (right) 
received a plaque and a portrait. 



Jack Rogers of FWMurphy deft) received the 
2007 Carpenter Award. 


• Roman Gawlowski of Detroit Diesel, 

20 years of service; 

• Ron Schroeder of ASCO Power Tech- 
nologies, 13 years of service; 

• Ed Kach of Caterpillar, 10 years of 
service. 

Finally, Kidwell presented 2006 EGSA 
President Dale Slemp with a plaque and 
portrait recognizing “his dedication and 
service to the Association,” said Kidwell. 
During Slemp’s term as president, the As- 
sociation launched the industry’s first Gen- 



Leo LeBlanc of Nixon Power Solutions 
deft) received the 2007 Timmler Award. 



EGSA President Gary Kidwell (right) 
received the President’s plaque and gavel. 


erator Technician Certification Program. 

Over 230 On-Site Power profession- 
als attended the Convention, one of the 
highest numbers of attendees in five years. 
EGSA is an international trade association 
made up of over 500 companies through- 
out the United States and a dozen other 
countries. Headquartered in Boca Raton, 
FL it is the world’s largest organization 
dedicated to On-Site Power generation. 
For more information, visit EGSA online at 
www.EGSA.org or call 561/750-5575. ■ 
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Conference Recap 


Savannah Plays Host to 
EGSA 2007 Spring Convention 



Above: 1 0 Past EGSA Presidents joined 
current EGSA President Gary Kidwellfor 
a photo during the recent Annual Spring 
Convention in Savannah, GA. From left 
(standing) — Dale Slemp, Gary Kidwell, 
Steve Stoyanac, Roman Gawlowski, Ray 
Kacvinsky, John Winbery, Jack Rogers, Leo 
LeBlanc and Herb Daugherty. Seated — Jim 
Wright (left) and Martin Fever. 

Photo Opposite: Attendance at this year’s 
Spring Convention easily topped 200. 


T he Electrical Generating Systems Asso- 
ciation (EGSA) recently held its 2007 
Annual Spring Convention at the Westin 
Savannah Harbor Resort & Spa in his- 
toric Savannah, GA, March 18-20, 2007. 
Conference speakers and their topics were 
designed to be of interest to virtually every 
member of the On-Site Power Industry. 
Educational presentations included: 

In his Opening Keynote “Moving Be- 
yond Zero Defects — to Zero Trust De- 
fects,” Chris Hart, Ph.D., President of Spire 
Group, challenged his audience to re-cast 
the generation of customer trust from a 
secondary business activity into their com- 
panies’ primary function. “Every day that 
goes by in which you have dissatisfied or 
less-than-satished customers,” said Hart, 
“you are working hard to put yourself out 
of business.” 

“No matter what you make,” stressed 
Hart, “your company is in business to 
product strong trust attitudes in (your) 
customers’ minds.” Trust defects, he ex- 


plained, are anything that prevents a strong 
trust attitude from being formed or that 
damages an existing customer attitude. 
Like product defects, said Hart, trust de- 
fects must be identified and eliminated. 

In “Landfill Gas-to-Energy Project En- 
gine Emissions,” David Heitz, Senior Engi- 
neer for GeoSyntec Consultants, discussed 
how improvements in internal combustion 
design have led to lower emissions and 
provided an overview of the standards cur- 
rently being established to regulate emis- 
sions along with monitoring and testing 
requirements. Heitz also noted that the 
predominant driver for emission standards 
is often new source review (NSR) permit- 
ting requirements under the Clean Air 
Act. Currently, said Heitz, three different 
levels of control technology are required 
on existing, modified or new sources. 
Reasonably Available Control Technology 
(RACT) is required on existing sources in 
areas that do not meet national ambient 
air quality standards (i.e., non-attainment 
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areas). Best Available Control Technology 
(BACT) is required on major new or modi- 
fied sources in clean areas (i.e., attainment 
areas). And Lowest Achievable Emission 
Rate (LAER) is required on major new or 
modified sources in non-attainment areas. 

In “New Technologies & Applications 
for On-Site Power Generation,” Larry Os- 
good, Distributed Generation Program Man- 
ager for the Propane Education & Research 
Council discussed how the U.S. propane 
industry has been conducting an extensive 
Research & Design program over the past 
Eve years using a variety of engine/generator 
and CHP systems. The Propane Council’s 
R&D program, noted Osgood, is designed 
to invest in new technologies and to foster 
industry practices that will not only bring 
innovative products and services to market 
but improve the industry’s productivity and 
provide greater value to customers. 

As a fuel, noted Osgood, propane offers 
On-Site Power unique advantages, includ- 
ing easy transportation and storage. He 
also stressed the economic advantages of 
propane’s use in rural and remote power 
generation applications. However, contin- 
uous fuel-generated power, said Osgood, 
is not cost effective for most prime power 
applications. Therefore, the Council has 
turned its attention to the creation of pro- 
pane hybrid renewable power systems that 
combine two or more power sources to 


produce On-Site Power. The use of small 
renewable electrical power inputs — uti- 
lized in hybrid systems — range from solar 
photovoltaic panels to wind and/or water 
turbines. By augmenting such renewable 
power sources (each of which pose certain 
reliability issues) with a propane genset, 
solid On-Site Power performance can be 
achieved. 

In his Luncheon Keynote “The Winds 
of Change,” Will Miller, Ed.D., of Purdue 
University entertained his audience with 
his observations on the social environment 
of the workplace and its impact on produc- 
tivity. Mr. Miller is a therapist and teacher 
at Purdue University where he lectures at 
the schools of Organizational Leadership, 
Management and Mass Communication 
and is one of the country’s leading authori- 
ties on stress reduction and life balance. 
His presentation offers insight into the ob- 
stacles that keep us from living well, both 
personally and professionally. 

In “The Modern Tug/Barge Unit - 
Power Requirements & Electrical Outfit- 
ting,” Robert P. Hill, N.A., M.E., President, 
Ocean Tug & Barge Engineering Corp. dis- 
cussed the growing electrical requirements 
of modern-day oceangoing tug/barge units 
resulting from the increased use of elec- 
trical equipment over traditional diesel- 
driven equipment. Electrical equipment, 
said Hill, is increasingly used for cargo 


pumping and bulk cargo unloading, pro- 
cess heat and fuel treatment in heavy-fuel 
tugs, and it is even used for propulsion. As 
a result, the ship’s electrical plant is more 
important than it has ever been in ocean 
tug and barge design. 

In a Panel Session on Project Man- 
agement, panelists Aaron Tasin, Opera- 
tions Manager for Nixon Energy Solutions, 
Jeff Lynch, Engineering Manager for Ring 
Power Corporation and Mark Andresen, 
Vice President Power Generation, Cum- 
mins Atlantic, LLC provided attendees 
with insight into the application of project 
management to On-Site Power Generation 
Equipment. The panel addressed a variety 
of topics ranging from the sales order pro- 
cess, submittals and equipment acquisition 
to build-up of equipment, packaging, de- 
livery, start-up and closeout. Several items 
are key to successful project management, 
said the panel, including: mutual under- 
standing between the supplier, contractor 
and owner of what is being supplied; clear 
bills of materials; effective communication 
between sales and project management; 
and a clear division of responsibilities. 

The project manager’s job, noted the 
panel, is to control the project and ensure 
that what was purchased is delivered. The 
project manager must keep the project on 
track, on budget and on time by control- 
ling everything from cost, risk, quality and 
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communication to time, change, procure- 
ment and human resources. 

The panel went on to discuss the variety 
of tools that currently exist to support the 
project manager, including flow charts, 
spreadsheets and custom software pro- 
grams. Regardless of the tool used, said the 
panel, the basic process will be consistent 
and require the project manager to break 
down each stage of the project into smaller, 
more manageable tasks. 

In “Wireless Telecommunications: A 
Dynamic Revolution,” Marion C. Solomon, 
AIA, Director-Carrier Networks, Special 
Initiatives for General Dynamics discussed 
what’s new with standby power applica- 
tions and environmental design require- 
ments for wireless telecommunications and 
related how to approach system design. 
Solomon gave attendees an overview of 
recent mergers and acquisitions within 


the telecommunications marketplace and 
demonstrated how the digital revolution is 
driving the demand for power quality. 

Wireless telecommunications, noted 
Solomon, have greatly expanded over the 
past 20 years to create their own distinct 
needs for power reliability and network 
security. Public safety systems in support 
of police, fire and emergency personnel 
and other 911 services, for example, rely 
heavily on wireless telecommunications in 
the event of hurricanes, tornadoes, earth- 
quakes and terrorist attacks. As a result, 
said Solomon, emergency power applica- 
tions should and will be a significant part 
of future network designs. 

EGSA Manufacturers Showcase 

In addition to the lineup of educational 
sessions, the conference included EGSA’s 
highly successful Manufacturers Showcase. 



The exhibition setting allows for a more 
formal dialogue between EGSA-member 
manufacturers, attending Distributor/Deal- 
ers and manufacturer representatives. Ex- 
hibiting companies were provided with a 
draped six-foot table which can be used to 
display literature, magazines and samples, 
etc. 

EGSA will hold its Fall Technical & 
Marketing Conference September 16-18 in 
Maui, HI. Hotel information is posted on 
the EGSA web site at www.EGSA.org. ■ 

Editors note: Convention session handouts 
are available to EGSA members on the EGSA 
web site. Articles highlighting Chris Hart’s and 
Marion Solomon’s presentations and the Proj- 
ect Management presentation are included in 
this issue of Powerline. 
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Conference Spotlight 


Raising the Bar to Zero Trust 
Defects — in Customers' Attitudes 

By Christopher W. Hart , Ph.D. 




\ 

f 

V'rf 

" Vi 






mums ■ • 

Bk. 

■■ 


Christopher W. Hart, Ph.D., delivered the Opening Keynote at the 2007 EGSA Annual Spring Convention. 


P eter Drucker once observed: “The cus- 
tomer is the foundation of a business 
and keeps it in existence. What the cus- 
tomer thinks he is buying, what he consid- 
ers Value’ is decisive — it determines what a 
business is, what it produces and whether 
it will prosper.” 1 

Business leaders understand this fun- 
damental truth perfectly well. Providing 
customers with greater value than one’s 
competitors do is the principle underlying 
our economic system. The “invisible hand” 
guides customers to buy from companies 
that offer the greatest value. 

Business leaders also know that custom- 
ers are posting millions of comments about 
their experiences on the Web. This creates 
a source of information that customers find 
far more trustworthy than paid advertise- 
ments, which come in dead last as a trusted 
communication source — making the invis- 
ible hand increasingly visible. 

Companies keep score through profit, 
though, creating a serious disconnect with 
Drucker’s ideas and the power of the 
invisible hand. For publicly traded com- 


panies, the financial markets’ obsession 
with short-term earnings creates a filter 
through which every decision must pass. 
Miss analysts’ earnings forecasts and the 
only question is how far the company’s 
stock plummets the next day. 

But what about the growing body of 
research showing customer satisfaction’s 
positive effect on everything from sales 
and referrals to price sensitivity and stock 
price? Unfortunately, stock analysts lack 
concepts and tools for incorporating these 
relationships into their valuation models. 
How much is an increase of two percent- 
age points in customers’ “willingness-to- 
recommend” worth? How can it be repre- 
sented in a valuation spreadsheet? Finance 
texts have yet to include chapters on this 
topic. Nor will they, so long as the SEC’s 
and its international counterparts’ rules 
include nothing about reporting customer- 
attitude information. The problem is that 
these rules have their roots in accounting 
principles that date to the 1930s. 

Albert Einstein said, “Insanity is doing 
the same thing over and over again and ex- 


pecting different results.” Practically speak- 
ing, so long as stock analysts continue us- 
ing information and techniques that hark 
back to the Depression, executives will 
have little choice but to play by the rules 
financial markets set. Rule number one is 
not to miss short-term earnings targets. 

Playing the game by Wall Street’s rules 
does not prevent company leaders from 
building their firms’ competitive strength, 
however. This strength determines, to a 
large extent, how long they will be capable 
of hitting short-term earnings targets; a 
study done at a business-to-business Infor- 
mation Technology (IT) company shows 
as much. 

The firm already had a customer satis- 
faction tracking system in place to monitor 
the perceptions of its competitors’ custom- 
ers and its own. The problem was tying 
survey-based information to financial per- 
formance. What customers say they will do 
on surveys often differs considerably from 
their actual purchasing behavior, making 
finance highly skeptical of any predictions 
based on survey information. 
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Satisfaction’s Impact on Account Revenue 
and Gross Margin 
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To get around this knotty issue, this 
firm’s accounting department calculated 
the previous year’s sales and gross profit 
margin for a sample of customers, which 
an outside party linked to their satisfac- 
tion scores. The research firm categorized 
customers who rated the company 9 or 
10 on a 10-point scale as “trusting loyals” 
while those whose ratings were 7 or 8 were 
“satisfied.” Ratings lower than 7 landed 
customers in the “dissatisfied” category. 
(This scheme jolted the client, which had 
always classified customers who rated it 7 
or higher as “satisfied.”) 

The results of the study were shocking! 
Figure 1 shows that trusting loyals’ 
average revenue was nearly 200% greater 
than that of customers who were merely 
satisfied. More stunning, trusting loyals’ 
average gross margin was over 250% great- 
er than satisfied customers’! And the gross 
margin figures didn’t even include sources 
of increased revenue and lower costs that 
people in the company agreed were likely 
to occur as satisfaction increased. 

After convincing themselves the num- 
bers were solid, the hrm’s finance people 
quickly calculated that if the share of trust- 
ing loyals increased two percentage points 
per year, the company would exceed its 
revenue and earnings targets for the next 
three years — -with no new customers! 

The response was immediate, focusing 
on two questions: 

1 . What accounted for the dramatically 
greater value of trusting, loyal custom- 
ers, and how had the company been 
unaware of this crucial point? 

2. What would need to be done to in- 
crease the percentage of trusting loy- 
als who, the company was amazed 
to learn, amounted to only 9% of its 
customer base? 


Figure 1 

Idea for Action 

Conduct a “trusting loyals” study, start- 
ing with a simple approach. Don’t get 
bogged down designing the study: simplic- 
ity is the watchword for your first effort. If 
the relationship holds, ask senior managers 
three questions about possible sources of 
the profit boost: 

1 . Potential areas of reduced costs? 

2. Potential sources of increased rev- 
enue? 

3. Possible benefits from outstanding in- 
terpersonal service? 

If nothing else, this exercise will jolt 
people’s thinking. Immediately prioritize 
the ideas for subsequent analysis or, in 
some cases, immediate action. 

Management quickly generated many 
possible reasons why trusting loyals were 


so much more profitable. Most were simple 
and uncontroversial, such as lower sales 
costs and less negotiation over service con- 
tracts terms. But few of these areas had re- 
ceived serious thought and even fewer had 
been analyzed from a financial perspective. 
Tike stock analysts, the company’s finance 
people had never been trained to analyze 
aspects of business rooted in customers’ 
attitudes. 

Further study showed that trying to 
increase the percentage of trusting loyals 
2% per year would put the company in no 
danger of missing its earnings targets. Cus- 
tomers’ top two complaints? Inconsistent 
service and salespeople who seemed more 
interested in making sales than in under- 
standing customers’ needs. A typical gem 
representing complaints about salespeople: 
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“Pay attention when we talk to you instead 
of pursuing your own agenda.” A similar 
jewel pertaining to inconsistent service: 
“Do you forget that you have a customer 
after the sale — or does it just seem that 
way?” 

In short, the company, renowned for its 
outstanding product quality, was shooting 
itself in the foot in areas affecting custom- 
ers outside of manufacturing. 

At the issue’s core was a simple truth: 
The company had never had any idea how 
much more trusting, loyal customers were 
worth. Does yours? 

The Problem 

Having shown these findings to manag- 
ers from many companies and asking, “Do 
you think such a study of your customers 
would turn up similar results?” The only 
response has been a chorus of nodding 
heads. 

What is the problem? The answer starts 
with the question: How many times do you 
hear, “Product quality is really bad these 
days?” Never. But how many times have 
you seen a person telling a bad-service hor- 


ror story create a horror-story contest? 

“You think that was bad? Tet me tell you 
about what my cellular phone company 
did to me when I called about an error on 
my bill!” 

Within a split second of the story’s end, 
a third person lets loose: “I hate to say I’ve 
got you beat, but you won’t believe what 
happened to me when I tried to get service 
for my new computer!” 

Today, product quality is so good that 
it’s all but a given. Service quality, on the 
other hand, while sometimes outstanding, 
is often inconsistent or downright terrible, 
as each of us knows all too well. 

Research supporting people’s personal 
experience abounds. For example, an an- 
nual survey conducted by the Customer 
Care Alliance has shown a constant down- 
ward trend in customers’ satisfaction with 
post-sale service. Even more telling, the 
percentage of customers who report feeling 
enraged about their treatment has steadily 
increased. 

Some claim these trends have more 
to do with customers’ rising expectations 
than with the actual quality of service ren- 


dered. This may be true to some extent, 
but customer rage has little to do with 
elevated expectations. Rather, it’s the re- 
sult of service systems and people that fail 
customers in ways they perceive as highly 
personal (“impersonal” is more apt). 

At the same time, company after com- 
pany is proclaiming that it will differenti- 
ate on service, based on research showing 
unmet needs for consistently high service 
quality. Yet how many companies can 
you think of that unfailingly provide out- 
standing service or, if they slip up, do an 
excellent job of dealing with the problem 
and take every possible step to prevent it 
from reoccurring? Lists typically include 
the “usual suspects” — Starbucks, Nord- 
strom, Disney, Lexus, Southwest Airlines 
and similar firms held forth as service 
paragons. Rarely, however, do people talk 
about companies that have dramatically 
improved their service over, say, the last 
five years — for good reason. Based on 
evidence from the American Customer 
Satisfaction Index (ACSI), such companies 
are rare. 

Here lies the essence of what I call “The 
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Service Paradox”: How can companies that 
produce defect-free products fail to achieve 
anything close to defect-free service when 
customers could not be sending clearer 
signals of their displeasure? 

Their failure is not for lack of trying. 
Firms invest enormous resources in un- 
ending efforts to “crack the service nut” 
through one initiative after another. Great 
stuff, except for one thing: Why has there 
been no Renaissance in service quality like 
there has been in product quality? 

When existing explanations prove in- 
adequate, a clarion call sounds for new 
thinking. 

Perils of Conventional 


Wisdom about Service 

Traditional thinking stresses the differ- 
ences between services and products that 
create serious obstacles to producing con- 
sistently outstanding service. Here are the 
big three. First, service is intangible, giving 
customers little to examine before purchas- 
ing or take back when a problem occurs. 
Second, service production and consump- 
tion are often simultaneous, making errors 
visible to customers, not hidden behind 
factory walls. Finally, no two customers are 
the same, creating input variability unseen 
in a factory. 

These distinctions are valid — but con- 
ventional wisdom about their impact on 


Satisfaction, Delight, Retention, Loyalty, Trust: What # s the Story? 


Results from a growing body of research 
illuminate the links between customer sat- 
isfaction, financial results and, in a recent 
ground-breaking study, share price . 2 But 
is the pursuit of incremental increases in 
customer satisfaction capable of inspiring 
an organization’s people? Does it give them 
a heightened sense of purpose and ignite 
the internal fires that burn so much more 
brightly when people feel their efforts are 
in pursuit of a worthy ideal beyond mak- 
ing money? 

Consider the definition of satisfaction: 
Fulfillment of a need or want; the quality 
or state of being satisfied. 

How many employees will charge up 
the hill in the name of “fulfillment of a 
need or want” or “the quality or state of 
being satisfied?” Despite the importance 
of customer satisfaction, it is an overused, 
low-octane phrase that will not fire em- 
ployees’ imaginations and generate the 
momentum needed to turn a company into 
an elite service provider. 

To ignite people’s passion to serve cus- 
tomers, new phrases like “customer de- 
light” have emerged. While customer de- 
light connotes a sense of excitement and 
passion, can you seriously imagine your 
customers in a perpetual state of delight, 
beaming away endlessly about what they 
buy from your firm? Customer delight is 
a transient, transaction-based feeling, not a 
deep, long-term relationship. 

“Retention” certainly gets at the “long- 
term” aspect — but retention alone isn’t 
enough. Customers might only be sticking 
around because competitors that consis- 
tently offer better value — especially ser- 


vice — do not exist; they feel like they are 
prisoners. What do prisoners think about? 
Escape! If a competitor figures out how to 
give imprisoned customers what they want, 
like Commerce Bank and Wachovia have 
done in retail banking, they’ll jump — and 
often take as much verbal revenge on the 
old company as they can along the way. 

A better goal is “loyalty”: The binding 
of a person (i.e. customer) to someone (i.e. 
your company) due to a feeling of fidelity. 

Loyalty is what you want your custom- 
ers to feel. The idea isn’t a new one— but 
what does it take to create this feeling? 

Put yourself in the customer’s shoes. 
You can’t foresee the future — but you pre- 
dict it whenever you make a purchase, typ- 
ically based on your previous experience or 
recommendations from others (the most 
trusted source of information). Loyalty to a 
company, therefore, is based on the trust it 
has built with you and others over time— by 
providing consistently outstanding experi- 
ences for the prices charged. 

The definition of trust: Assured reli- 
ance on character, ability, strength, or 
truth; Placing confidence in another; De- 
pendence, reliance on another keeping a 
promise. 

Summarizing : Every company is in the 
business of producing trust attitudes, which 
are the foundation of customer loyalty. 

How do you measure the trust your 
customers feel for your company? Con- 
sider asking them the question that I have 
found gets at the core of trust-based loy- 
alty: “To what extent do you believe that 
[name of your company] always would act 
in your best interest?” 


quality is off the mark. 

In no way should intangibility prevent 
firms from providing top-notch service. 
Nor is simultaneity of production and 
consumption a reasonable excuse. As just- 
in-time manufacturing showed in factories, 
when companies have to do it right the first 
time or suffer the consequences, they do 
it right the first time! There’s no question 
that customer-induced variability is tough 
to deal with — -but how often do you get 
poor service in an upscale restaurant or 
high-end hotel? When employees know 
that expert customers are scrutinizing their 
performance, and especially when their 
compensation depends on understanding 
and meeting customers’ needs, they real- 
ize that impossible-to-predict acts of God 
don’t mean that their customers’ satisfac- 
tion is in God’s hands. 

The core problem is not intangibility, si- 
multaneous production and consumption, 
customer-induced variability or any of the 
many other factors often cited as the causes 
of (and justification for) poor service. The 
problem is stunningly simple: When poor 
service causes problems for customers, the 
direct cost to the offending firms usually 
is minimal. Instead, customers must bear 
their brunt, as all of us who have gone 
through service hell know too well. What 
“unabsorbed costs” do you bear when, for 
example, your car isn’t fixed right the first 
time and you have to endure the pain in- 
volved in taking it in again? Or how about 
when you hie a claim with your insurance 
company, whose marketing messages drip 
with trust, and run a gauntlet seemingly 
designed to grind you down, not to help 
you in your time of need? 

If companies had to cover even a por- 
tion the costs they force customers to 
bear, what would be the effect on service 
quality? Exactly what happened in facto- 
ries when companies realized how much 
defects were costing them: They identified 
and eliminated their causes, often creating 
ripple-effect improvements that showed 
the original defects were only the tip of 
the failure-cost iceberg. Absent painful 
financial consequences, insufficient incen- 
tive exists for companies to make com- 
prehensive improvements that will create 
systems capable of producing consistently 
outstanding service. Compounding the 
problem, the study of trusting loyals shows 
that companies typically have no idea of 
the increased revenue and reduced costs 
improved service would yield. 
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All this explains why enraged custom- 
ers’ threats to give competitors their busi- 
ness are toothless. I’m reminded of a pa- 
thetic comment made by a person at one 
company: “Look. . .it’s not like we’re worse 
than competitors!” How inspiring. 

Customer Attitude Production 

Cutting through the endless discussion 
of how services differ from products re- 
quires understanding a simple bit of logic: 
Every company is a production operation. 

What is every company in business to 
produce? Positive customer attitudes that 
leave buyers with no reason to consider 
purchasing from other companies. 

Restating Peter Drucker’s observation, 
“The customer is the foundation of a busi- 
ness and keeps it in existence.” As any 
entrepreneur knows, the starting point for 
a business is identifying a customer need 
and a solution for meeting it, at a price 
that provides an adequate return on invest- 
ment. Otherwise, no economic justification 
exists for the company’s existence. 

Creating satisfied customers is not good 
enough. Satisfaction is a basic — the least 
customers should feel at the end of a trans- 


action. An aspirational, visionary goal is to 
build trust relationships with customers 
that create almost impregnable barriers to 
competitors’ sales and marketing efforts. 
(See sidebar, “ Satisfaction , Delight, Retention, 
Loyalty, Trust: What’s the Story?) 

If the idea that your company is in the 
attitude production business is jarring, 
think about it this way: If you are in the 
widget-manufacturing business, you will 
give serious attention to everything that 
enables your factory to produce defect-free 
widgets. Likewise, if you view your com- 
pany as in the attitude production business 
and expand the idea of “zero defects” to 
“zero trust defects,” previously unrecog- 
nized, costly process problems will jump 
out of your process flow charts. 

Trust Defects 

Externally, a trust defect is anything 
that detracts from the trust a current or 
potential customer feels for your organi- 
zation, your people and your products. 
Internally, a trust defect is anything that 
erodes trust among the people in your 
organization (and the companies in your 
supply chain ). 3 
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If you think the phrase “trust defect” 
is mere semantics — a buzzword replace- 
ment for “improvement opportunity” or, 
more prosaically, “problem” — think again. 
When I divide people into two groups and 
ask one to make a list of trust defects and 
the other to make a list of improvement 
opportunities, the results are startlingly dif- 
ferent. Improvement opportunities usually 
are fairly general: “We should . ...” Trust 
defects tend to be specific and personal: 
“We shouldn’t, but we do. . . !” 

For example, the first internal trust 
defect identified by a group of people 
from a company’s finance department was 
meetings that start late. You might think 
“So? That’s life in a busy organization.” 
This sense of inevitability — and inconse- 
quence — -makes the point. In short order, 
the group plumbed the depths of the late- 
meetings problem and created a diagram of 
interlinked costs and consequence that left 
them in shock! Within two hours, the CFO 
led the group to commit to identifying and 
eliminating the underlying causes of this 
seemingly trivial issue. 

The example of an internal defect mir- 
rors the ignorance of failure costs in fac- 
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tories before people saw their operations 
through the lens of just-in-time (JIT). An 
enormous number of seemingly minor 
defects jumped out, which subsequent 
analysis showed were intolerable financial 
drains that had to be eliminated. And they 
were. 

When the same group turned its at- 
tention to external trust defects, it quickly 
honed in on responding to customers — or, 
more precisely, its failure to do so. Custom- 
ers and suppliers often inquire about issues 
pertaining to bills, payables, contracts and 
so forth. No one disagreed that quick fol- 
low-up to these inquiries was vital. How, 
then, could it be a chronic problem? 

As is true of many external trust de- 
fects, companies fail to think through the 
“unabsorbed” costs customers must en- 
dure, in this case those that go beyond the 
need for specific information. Attitudinal 
“cracks” occur as customers who cannot 
get responses to their inquiries conjure up 
all manner of explanations — none of them 
good. Especially in the absence strong 
trust, they wonder whether they are being 
ignored, if the company considers other 
customers more valuable — or if anyone 


even cares! (Shades of the comment made 
by a customer in the study mentioned 
earlier: “Do you forget that you have a cus- 
tomer after the sale — or does it just seem 
that way?”) 

Not all trust defects are created equal. As 
Figure 2 shows, they range from “sprains 
and tears” — minor issues that can be taken 
care of with a little effort — to “relationship 
fractures.” A trust defect that fractures a 
relationship can never heal completely: 
Like a scar, a bad memory is permanent. 
Companies can spend as much as they 
want in attempts to rectify this type of 
trust defect, but customers won’t forget, 
particularly trust defects they feel are acts 
of betrayal — does a spouse ever forget an 
instance of marital infidelity? Seen from 
this perspective, service recovery, which I 
championed for years 4 , is at best, a neces- 
sary evil — the equivalent of Ending and 
fixing product defects in the field, which 
is where failure costs are greatest. At least, 
however, a field defect can be fixed. Unless 
customers complain, which most don’t, no 
siren sounds when a customer’s trust at- 
titude is fractured. 

The rule of thumb in manufacturing is 


that preventing a defect costs $1. Finding 
and fixing a defect in the factory through 
detection and correction raises the average 
cost to $10. When a defect must be fixed 
in the field, the cost jumps to $100. What 
is the cost of a defect that fractures a cus- 
tomer attitude? 

Here is an example: Recently, I received 
a catalog from a retailer that had sold me 
a broad range of electrical products for 
years. An accompanying letter said that the 
catalog contained items available only to 
valued, long-term customers. I had been 
thinking about buying a new digital cord- 
less phone system, so I eagerly opened it. 
When I spotted one, my immediate reac- 
tion — based on my experience with the 
firm — was to dial the 800 number and 
place an order. 

Before calling, though, I did what mil- 
lions of consumers are doing these days: 
I checked out the Web, in this case, to 
find out how much money I would be 
saving! Guess what? On another reputable 
company’s web site, I saw a newer model 
of the same system for $150 less! Puzzled 
at first, I suddenly had a sickening moment 
of enlightenment, which, upon subsequent 
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Spectrum of Trust Defects, their impact on 
Customer Attitudes 
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Figure 2 

investigation turned out to be true. My 
trusted supplier was trying to unload ex- 
cess inventory of outdated merchandise, at 
grossly inflated prices! So much for being 
a “valued, long-term customer.” Given this 
experience, how could I not doubt the 


value of anything the company offered in 
the future? 

With one trust defect, this company 
wiped out years of investment in building 
its relationship with me. 

Who lost? Both of us. The costs to the 
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company, about which it will be forever 
ignorant because it lacks a feedback sys- 
tem that would instantly set off alarms in 
a factory, include the impossibility of ever 
making another sale to me, the negative 
effect of me telling the story to others and 
cynicism among the firm’s employees, who 
presumably knew exactly what was going 
on and would not tolerate it being done 
to them. The cost to me, which companies 
never think about, was losing a trust rela- 
tionship that had enabled me to avoid the 
time, aggravation and risk required to as- 
sess my future experiences with a different 
supplier. Another cost, which brings the 
Customer Rage Study to mind, was my an- 
ger about how a company I’d trusted could 
abuse me so blatantly. 

A fascinating aspect of this example 
is that many people would wonder why 
I became so upset. Fact is, they’ve be- 
come accustomed to such abuse and have 
learned to take it in stride. That such a 
situation could exist is awful testimony to 
the supposed primacy of customers and 
companies’ professed desire to be cus- 
tomer-focused. 
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Identify Your Trust Defects 

Ask people throughout your organiza- 
tion, “What trust defects. . . 

1 : Corrode the strength of our customer 
relationships? 

2: Damage trust within our organization? 
3. Negatively affect trust with our sup- 
pliers? 

Collect the ideas and use them as input 
for a highly visible trust-defect elimina- 
tion process, leaving no doubt that the 
company is committed to eradicating this 
insidious, pervasive performance drain. 

Corporate wrongdoing is a major issue 
these days. Is abusing customers a crime? 
Usually not in a court of law. But when vic- 
timized customers post cyber-indictments 
on the Web, companies face prosecution 
in the court of consumer opinion — -with 
no presumption of innocence until proven 
guilty! Exaggerations might abound on the 
Web, but where there’s smoke, there’s fire, 
and this fire is becoming an inferno that 
torches companies’ reputations and trust 
like so many dry leaves. Just ask Kryptonite 
and Dell. 

One way or another, abuse of customers 
cannot last. Many businesses increasingly 


are affected by customer reviews posted 
on the Web, not advertising. The EVP of 
Customer Experience for a major hospital- 
ity company told me, “We are naked on 
the Web. Customers describe their positive 
and negative experiences in graphic detail. 
Our only power to influence what they 
write is to make sure that they feel great 
about the experiences we give them.” 

A leading restaurateur echoed this sen- 
timent at a symposium, when he said, “It 
used to be that you worried about restau- 
rant critics writing your obituary in the 
newspaper. Now, it’s customers who come 
to dine armed with cameras and hopes of 
creating the next YouTube sensation.” 
Companies only defense is a principle at 
the core of the product quality revolution: 
Prevent trust defects from occurring. 

Conversely, what does it take to build, 
not destroy, trust? Jos. A. Bank is a cloth- 
ing retailer that developed a strong trust 
relationship with me over ten or so years. 
What did they do to earn my loyalty? Here’s 
an example — one of many over the years: I 
noticed odd spots on a sport coat I bought 
from the company several years earlier. I 
took it to a dry cleaner, who informed me 


that the problem was the fabric’s dye. I de- 
cided to call Jos. A. Bank’s 800 #, which is 
notable in itself. I wouldn’t have bothered 
with most companies, figuring that the 
phone call would be a waste of time — pos- 
sibly a lot of it! — and would probably leave 
me more upset than before I called. 

My feelings of trust about Jos. A. Bank 
were sufficiently strong, though, that I had 
no such worries. In fact, had the customer 
service rep explained that too much time 
had passed since I bought the jacket, I 
would have understood. Imagine how I 
felt, though, when the rep apologized 
and told me to immediately send the coat 
back, postage paid, and, within a week, I 
received a refund statement, a gift card for 
$234.99 and a catalog! Outstanding service 
like this, rendered by a human, not a ma- 
chine, creates a trust-building moment of 
opportunity — the opposite of a trust frac- 
ture. I immediately put the gift card and 
catalog to good use, and ended up placing 
an order that came to $1300! 

Accounting rules require refunds to be 
treated as expenses. Was Jos. A. Bank’s 
refund an expense, though? Not from the 

Continued on page 28 
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Customers' Trust in PC Manufacturers 

I conducted a study of major PC manu- 
facturers in which customers’ perceptions 
were measured by analyzing complaint and 
compliment letters sent through Planet- 
Feedback, com, a prominent customer opin- 
ion website. While customer feedback from 
surveys often catches customers after their 
memories of an experience fade, or they 
simply have little interest in the survey top- 
ic, people who write complaint and compli- 
ment letters obviously have strong feelings 
they want to express. Yes, customers write 
far more complaint letters than compliment 
letters, but if the number of letters is large 
enough and the companies being compared 
are similar, the negative bias applies equally 
across firms . 

Exhibit 1 shows that letter writers’ 
perceptions about the severity of product 
problems they experienced influenced their 
intent-to-recommend ratings only moder- 
ately. Exhibit 2 tells a very different story. 

Customers’ feelings about the severity of 
service problems they experienced pro- 
foundly affected their intent-to-recommend 
for the PC brands they purchased. 

How could it be otherwise? Despite gen- 
erally outstanding product quality, people 
know that problems occur, especially with 
complex products like PC’s. It’s how com- 
panies handle these problems that make or 
break customer trust. Incredibly, the worst 
company’s ratio of complaints to compli- 
ments was 300% worse than the firm in 
next-to-last place. Is it any wonder that this 
company, once a staple of every great suc- 
cess stories list, has been pounded in the 
media and on the Web over the past two 
years, both by customers and Wall Street? 

I conducted the study in 2003, before 
the company’s problems became public, 
using data that could have obtained eas- 
ily. The writing was on the virtual wall for 
the company to see. Regardless of whether 
they saw it or not, abusing customers at the 
point in the experience chain where they 
are at their most vulnerable — the overall 
tone of the complaint letters was bitter! — 
created a ticking time bomb. The bomb 
exploded — and destroyed the company’s 
financial performance, reputation and bil- 
lions of dollars of shareholder wealth. 

In contrast, IBM/Lenovo and Apple 
scored far better than any other firm. Both 
companies had relatively few product com- 
plaints; service complaints were almost 
nonexistent. Interviews with executives at 
each firm left no doubt that they give much 




Exhibit 1 (above) and Exhibit 2 (below). 


more than lip service to providing out- 
standing post-sale service. Although they 
don’t use the terminology in this article, 
both companies clearly are in the business 
of producing trust attitudes, the feedstock 
of customer loyalty. 

Few people know that the unnamed 
company responsible for a world-class job 
of lowering the customer-service bar sub- 
contracted its customer service to IBM for 
years. That its performance skyrocketed 


throughout this period is no coincidence. 
At least a year before I conducted this 
study, though, they demanded that IBM 
cut the price of its service by 50%. In much 
better shape than when the deal was first 
struck, IBM refused. 

Imagine, after the contract ended, a 
multi-billion dollar PC company creating 
a customer service operation from scratch, 
an idea that boggles the mind. How do you 
spell “trust fracture”? 
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Continued from page 26 

perspective of producing trust attitudes. 
Instead, the $234.99 was an investment 
that immediately produced an ROI that 
CFOs dream about, providing insight into 
why trusting, loyal customers in the study 
cited earlier were 250% more profitable. 

The Customer Experience Chain 

The idea of combining “customer touch- 
points” to create an “experience chain” is 
not a new one. Simply grasping the idea, 
however, in no way enables companies 
to create great customer experiences. Had 
factory managers only mapped the steps in 
their production processes, improvements 
would have been meager. Serious improve- 
ment requires much stronger medicine. 
For example, as every production man- 


ager knows, even small percentages of de- 
fective output add up quickly across mul- 
tiple production steps. Ninety-nine percent 
defect-free for a particular production step 
might sound good — imagine if you got a 
99 on every test you’d ever taken — -but 
ninety-nine percent quality for each step 
in a process that involves, say, forty, is a 
quality disaster. The math is simple! .99 to 
the 40 th power equals .67, a defect rate of 
33 percent! 

For customers, a “step” in the attitude- 
production process, or “link in the experi- 
ence chain,” occurs at every point where 
customers come into contact with some 
aspect of a company, which could number 
in the hundreds. The customer experience 
chain for a PC manufacturer, for example, 
begins when customers first encounter in- 


formation about the company, its products 
and its services — more and more of which 
is communication the company doesn’t 
pay for or control. Then comes the steps 
involved in shopping. Again, companies’ 
control over the information customers 
receive is declining; their best marketing 
often comes from (a) customers who write 
positive postings on the Web, and (b) no 
negative postings ! 

Often, a company’s first active engage- 
ment with customers comes at the point of 
purchase. The next step for customers is to 
figure out how to put their new computers 
together and, if all goes well with installing 
software, connecting modems and so forth, 
to start using them. If problems occur 
during this start-up phase, though, many 
people’s first response is to call customer 
service, which, as explained in the sidebar, 
“The Power of Trust in the PC Business,” 
they often wish they hadn’t. 

Every step in the experience chain af- 
fects customer attitudes that influence 
trust, loyalty and, getting right to the point, 
financial performance. No company would 
tolerate little knowledge about the pro- 
duction steps in its factory. Indeed, every 
factory has sophisticated information sys- 
tems for monitoring almost everything that 
impacts performance. Why, then, do few 
companies have anything remotely com- 
parable to monitor and improve the steps 
outside the factory that comprise their 
customer-experience chains? Certainly cost 
is a consideration, but it’s no different in 
factories, where expected gains from more 
sophisticated systems always are balanced 
against investment requirements. 

An experience-chain information system 
is especially important in light of the grow- 
ing emphasis on enhancing customers’ 
experiences. Manufacturers learned pain- 
fully that increasing product and process 
complexity creates serious quality and cost 
problems — the reason for heavy emphasis 
put on process simplification and parts 
reduction. Outside the factory, however, 
decisions to enhance customer experiences 
tend to be enthusiastically embraced, as 
opposed to the scrutiny they would receive 
in factories. Inadequate experience-chain 
information systems unfortunately puts 
people whose intuition throws up red 
flags without a common framework and 
language that enables them to explain 
their reservations without running the risk 
of being labeled obstructionists or lack a 
can-do mentality. So they keep their com- 
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"The Rationality of Irrationality" 

Ask executives at the most quality-oriented companies if they have reached their 
ultimate goal — ’’zero defects” — and they will inevitably answer “no.” To do so is a 
physical impossibility. But they will quickly point out that progress would be much 
slower if they didn’t use this seemingly irrational goal to galvanize and align the orga- 
nization. Visionary stretch goals are vital elements in shifting an organization’s mindset 
and illuminating opportunities to can transform a company and change the competitive 
rules. 

Paradoxically, therefore, the rational managerial approach is to establish and lead 
others toward an irrational goal. 


ments within a close circle of like-minded 
people — while their companies plunge 
bravely forward. 

I have no quarrel with enhancing cus- 
tomer experiences, but it should never be 
at the expense of consistent, predictable 
quality. Inconsistency is the single greatest 
source of customers’ irritation. Particularly 
damaging are negative surprises caused by 
highly touted experience enhancements. “I 
wish they could just get the basics right!” 
McDonald’s became the world’s largest 
restaurant chain by creating a production 
system renowned for consistency. Star- 
bucks went further, showing it can con- 
sistently provide outstanding experiences 
tailored to individuals’ needs. Dave Olson, 
Starbucks SVP of Culture and Leadership 
Development, stated, “It doesn’t matter 
how many millions or billions of cups of 
coffee Starbucks serves, if the one you get 
doesn’t suit you. . . . We will deliver a drink 
that suits you every time.... The experi- 
ence must fit the customer.” 

The thought to keep in mind: “99% isn’t 
good enough for any production step.” 

Expanding the Factory Walls 

Previously unthinkable improvements 
in product quality would have been im- 
possible without real-time process control 
and feedback systems that instantly flagged 
waste-creating problems and brought down 
a swarm of people who moved Heaven and 
Earth to resolve them. How did this hap- 
pen? Starting with the teachings of Ameri- 
cans W. Edwards Deming and Joseph 
Juran, Japanese manufacturers embraced, 
built upon and implemented ideas that 
evolved into a comprehensive system for 
improving any production process, now 
known as “lean.” Westerners who visited 
Japanese firms, trying to figure out how 
they could produce such extraordinarily 
high quality products at low cost saw the 
same strategies, ideas, methods and tools 
deployed at every firm, regardless of indus- 
try. Using the modem vernacular, Japanese 
firms had developed and implemented an 
open-source improvement process. 

Consequently, Western manufacturers 
were given an organized, documented qual- 
ity-improvement approach — JIT, “lean,” 
the Toyota production system; at the core, 
they’re the same — that they could apply to 
their businesses. Had the secret to Japanese 
firms’ success been cultural, which was 
the prevailing wisdom at one point, West- 
ern firms never would have been able 


to transform their factories from “push”- 
based cauldrons of waste into “pull”-based 
crucibles of operational excellence. 

No common model like “lean” exists 
outside the factory. Fortunately, although 
consistently producing outstanding cus- 
tomer experiences differs in important re- 
spects from producing zero-defect prod- 
ucts — machining parts is very different 
from interacting with customers — the bed- 
rock principles are the same. Creating 
a zero trust defect customer experience 
system rests on three principles. 

1. Every business is a production pro- 


cess, the output of which is trust at- 
titudes. 

2. Producing zero-defect trust attitudes 
requires a comprehensive, integrated 
improvement methodology. 

3. A catalyst concept that “takes away 
the safety nets” must be used. 

Principle number one, that a business is 

a process for producing trust attitudes, has 
been made clear. 

Principle number two requires a mind- 
set shift that I call “expanding the factory 


walls.” This metaphor brings to life the idea 

Continued on page 4 1 
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DIESEL SOOT SOLUTIONS 
THAT SUIT YOUR OPERATION 8c BUDGET. 

For heavy-load stationary engines: bank on the dollar-wise CBS Soot Trap, 
with catalyzed Silicon Carbide filters. Or, for compliance with any load, at any 
exhaust temperature, go with the compact, active-regeneration MobiClean - 
the perfect soot solution where space is at a premium. Simply give us a call. 
Better yet, dial up our website. 


/ilk miRRtECH 

_ W EMISSIONS SOLUTIONS 

www.miratechcorp.co 


4224 SOUTH 76 th EAST AVENUE TULSA, OKLAHOMA 74145-4712 800.640.3141 


Powerline • May/June 2007 


www.EGSA.org 


29 



Conference Spotlight 


Wireless Telecommunications: 

A Digital Revolution 

By Marion C. Solomon , Assoc. A/A, Director ; Carrier Networks-Special Initiatives , General Dynamics, Wireless Services 


T he rapid expansion of wireless technol- 
ogy in the marketplace has resulted in 
a plethora of technologies being released. 
The wireless industry continues to be an 
exciting place. The held supplies many 
opportunities on both the business and 
technical sides. Voice applications remain 
the primary source of use for the industry. 
Security as well as system reliability has be- 
come a primary focus with carrier network 
designs as well. 

Primary Network Growth 
Wireless Service Providers 

There remains, two primary directions 
for growth in wireless technologies: Fea- 
tures and Performance. Voice is the pri- 
mary market. 

• Cingular (AT&T) — Recently merged 
with AT&T to form the largest wire- 
less and land line company in the 
United States. 

• Verizon — Second largest wireless car- 
rier in the U.S. 

• Sprint/Nextel — 2006 merger. Third 
largest wireless carrier in the U.S. 

• T-Mobile — Positioned itself as one of 
the largest international mobile com- 
munications carriers. First to operate a 
trans-Atlantic mobile network based on 
GSM (Global System for Mobile Com- 


munications), the world’s most suc- 
cessful digital wireless standard. 
High-tech miracles are the companion 
of cell phone users across America and 
around the world. 

Digital Features 

Hi-Fi Audio — Most people listen to 
digital music when sitting in front of their 
computers, or when we’re out cruising 
around with their portable audio players. 
When at home, we’re still more likely to 
be playing compact discs. A new crop of 
digital audio devices allows you to listen to 
digital audio through your stereo system. 
Compressed digital audio still has a long 
way to go before some people will relin- 
quish their CDs. But it’s truly convenient. 
You can spend a little to bring thousands 
of MP3, WMA, or AAC audio hies from 
your PC into your living room. Spend a 
little more, and you can play the hies over 
a wired or wireless network. Want to listen 
to Internet radio on your home theater 
system? No problem. How about watching 
your vacation photos on your TV, in per- 
fect sync with your favorite music? Today 
this is a can do. 

3D Gaming — The wireless realm rep- 
resents an opportunity to expand and 
extend high-quality gaming experiences. 



Marion C. Solomon, Assoc. AIA 


3D is a great advance for mobile content. 
It dramatically changes the mobile game 
experience. Accelerated graphics hardware 
in portable devices marks the beginning of 
a truly exciting time for gaming. 

Cameras — These systems are mostly 
used for surveillance. Wireless video is 
used for: 

• Airborne Video Systems 

• Night Vision Security Systems 

• Child monitoring systems 

• Property surveillance systems 

GPS — GPS navigation is now a house- 
hold name. Some applications are hot... 
while others continue to develop. Navi- 
gation services include location based 

Continued on page 33 
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Application for Membership 

ELECTRICAL GENERATING SYSTEMS ASSOCIATION 

1650 South Dixie Highway, Suite 500, Boca Raton, FL 33432 • (561) 750-5575 • FAX (561) 395-8557 

E-Mail: e-mail@egsa.org • World Wide Web: www.egsa.org 


EGSA's mission is to bring together representatives of the various segments of the On-Site Power Industry , to learn , share ideas and experiences , 
advance the science of On-Site Power generation , improve performance and profitability of members , and the quality of service to power users. 


1 • Contact Information 

Company_ 


Address 
City 


Zip/Postal Code 
Phone 


Please type or print all information in upper and lower case (NOT ALL CAPS!) 


_State/Province_ 

_Country 

_FAX 

Title 


-Company's Web Address_ 


Official Representative 

Representative's E-Mail 

How did you hear about EGSA? □ Website □ Powerline magazine □ Colleague □ POWER-GEN □ Other 

Why are you joining EGSA? □ Certification Program □ CEU Program □ Power Schools □ Buyers Guide Listing □ Other 


2. Member Classification Read the Membership classifications below and check the box that describes your firm's classification. 


I. FULL MEMBERSHIP 

□ MF Manufacturer Membership 

Any individual, sole proprietor, partnership or corporation seeking membership 
must apply for a Full Membership as a manufacturer if they meet one or more of 
the following criteria: 

1 . They manufacture prime movers for power generation. 

2. They manufacture generators or other power conversion devices producing 
electricity. 

3. They manufacture switchgear or electrical control devices. 

4. They manufacture or assemble generator sets, UPS systems, solar power, 
hydropower, geothermal, or any other power production or conversion 
system including related components or accessories for national or regional 
distribution. 

5. They are a wholly owned subsidiary of a firm which qualifies under rule one 
through four. 

□ DD Distributor/Dealer Membership 

Any individual, sole proprietor, partnership or corporation actively engaged as 
a distributor or dealer for products listed under Manufacturer Membership may 
apply for Full Membership as a Distributor/Dealer. If an organization qualifies 
under Manufacturer Membership, it is not qualified under this section. 

□ MR Manufacturer's Representative Membership 

Any individual, sole proprietor, partnership or corporation actively engaged in the 
representation of products listed under Manufacturer Membership may apply for 
Full Membership as a Manufacturer's Representative. If an organization qualifies 
under Manufacturer Membership, it is not qualified under this section. 

□ EM Energy Management Company Membership 

Any individual, sole proprietor, partnership or corporation engaged in energy 
management, including Energy Service Companies (ESCOs), Independent Power 
Producers (I PPs), Integrators, Aggregators, and other similar enterprises may apply 
for Full Membership as an Energy Management Company. 

□ Associate Full Membership (mark appropriate category at right)] 

Any individual, sole proprietor, academic institution, student, partnership or cor- 
poration meeting the requirements of Associate Regular Membership may apply 
for Full Membership at their option to enjoy the privileges of Full Membership, 
including the rights to vote and to serve on EGSA's Board of Directors. Initiation 
fees and annual dues will be assessed at the existing non-manufacturers' Full 
Member rates. 


II. ASSOCIATE REGULAR MEMBERSHIP 

□ AA Trade Publication Membership 

Any trade publication dealing with the electrical generating systems industry or 
its suppliers may apply for Associate Membership — Trade Publications. 

□ AB Trade Association Membership 

Any trade association made up of individual or company members sharing a 
common interest in the electrical generating systems industry may apply for 
Associate Membership — Allied Associations. 

□ AC Engineer Membership 

Any consulting or specifying engineer may apply for Associate Membership — Engi- 
neer. Membership may either be held in the employer's name or individual's name 
under this classification. Individuals whose employer qualify as a Full Member, 
as described in the Full Membership section, do not qualify for this category. 

□ AD End-User Membership 

Any individual employee of a company who owns or operates electrical generat- 
ing equipment and/or related switchgear or components, whose responsibility 
to his employer includes planning, design, installation, supervision, or service of 
such equipment may apply for Associate Membership — User. Membership may 
either be held in the employer's name or individual's name under this classifica- 
tion. Individuals whose employer qualify as a Full Member, as described in the 
Full Membership section, do not qualify for this category. 

□ AE Service Membership 

Any individual, organization or academic institution that offers services such as 
research, testing or repair to the electrical generating systems industry may ap- 
ply for Associate Membership — Services. Membership may either be held in the 
individual's name or the organization's name under this classification. Individual 
companies whose employer or parent organization qualifies as a Full Member, 
as described in the Full Membership section, do not qualify for this category. 

□ AG Educational Institution Membership 

Any postsecondary vocational-technical school or college offering on-site power 
generation-related instruction may apply for Associate Membership-Education 
Institution. 

□ AR Retiree Membership 

Any individual who retires from a member company may apply for Associate 
Membership — Retired. This classification does not apply to any individual who 
is employed more than 20 hours per week. 

□ AF Student Membership 

Any individual currently enrolled at an academic institution may apply for Associ- 
ate Membership — Student. 


FOR BOARD OF DIRECTORS USE ONLY 


□ YES □ NO Date: 

Name (Print) 


Signature 


FOR OFFICE USE ONLY 


Amount Paid $ Check Number 

Date Received Date Processed 

Mentor AssignedCommittee Interest 






Application for Membership - pa ge 2 


Dues Schedule (Use for Section 3) 

Annual Dues 

Initiation Fee 

TOTAL 

Manufacturer 

$825 

$200 

$1025 

Energy Management Companies 

$825 

$200 

$1025 

Distributor/Dealer 

$285 

$100 

$385 

Manufacturer's Rep 

$285 

$100 

$385 

Regular Associate Member 

$200 

$100 

$300 

Full Associate Member 

$285 

$100 

$385 

Retiree Member 

$90 

$0 

$90 

Student Member 

Complimentary 

$0 

$0 


NOTE: A FULL 12-MONTH DUES PAYMENT MUST BE RECEIVED WITH THIS APPLICATION. The Association's Membership Year is January 1 
through December 31 . Dues payments that extend beyond the first Membership Year will be applied to the second year's dues. 

FULL PAYMENT MUST BE RECEIVED WITH APPLICATION. 


• Membership Dues (Please fill in the appropriate TOTAL 

amount from the above dues schedule.) 


Membership Dues $ 


Membership Plaque (optional)** $ 

39.95** 

On-Site Power Reference Book (optional)** $ 

125.00** 

Florida Residents: Add 6.5% Sales Tax to ** items $ 


Continental US Residents add $5 shipping/handing to**items. $ 


Non Continental US Residents should call ECS A 


Headquarters for shipping charges for ** items. TOTAL $ 



4 . Payment Method (Payable in US$ drawn on U.S. bank, 
U.S. Money Order, or American Express) 

□ Check# Amount $ 

□ Money Order 

□ Mastercard □ Visa 

Card # 


□ American Express 
Exp. Date 


Signature: _ 


Print Name: 


3 • Products/Services Please describe the nature of your business (50 words or less, NOT ALL CAPS) If you are a Manufacturer's Representative or Dis- 
tributor, please indicate which manufacturers you represent and/or distribute for: 


Available Codes: 


01 —Batteries/Battery Chargers 

02 —Control/Annunciator Systems 

04— Enclosures, Generator Set 

05— Engines, Diesel or Gas 

06— Engines, Gas Turbine 

07— Engine Starters/Starting Aids 

08— Filters, Lube Oil, Fuel or Air 
28— Fuel Cells 

03— Fuel Tanks and Fuel Storage Systems 
09 —Generator Laminations 
10— Generator Sets 


1 1 — Generators/Alternators 21 — Swtichgear and Transfer Switches (Automatic 

12— Governors or Manual), Bypass Isolation Switches, and/ 

1 3 — Heat Recovery Systems or Switchgear Panels 

14 — Instruments and controls, including meters, gauges, 22 —Trailers, Generator Set 
relays, contactors, or switches 23 —Transformers 

1 5 —Load Banks 24 —Uninterruptible Power Supplies 

1 6 — Motor Generator Sets 25 —Vibration Isolators 

1 7 — Radiator/Heat Exchangers 26 —Voltage Regulators 

18 — Relays, Protective or Synchronizing 27— Wiring Devices or Receptacles 

19— Silencers/Exhaust Systems/Noise Abatement 
20 —Solenoids 


Enter codes here: 

Products sold: 


Products rented: 


Products serviced: 


Do you buy AND sell equipment? □ Yes □ No Do you manufacture packaged equipment? □ Yes □ No 

Sponsor(s): A"Sponsor" is an EGSA Member who interested you in filling out this application. It is not mandatory that you have a sponsor for the 
Board to act favorably on this application; however, if a Member recommended that you consider membership, we request that individual's name and com- 
pany name for our records. 

Sponsor Name Company Name 


7 • Official Representative's Authorization 

Signature 

Date 




Continued from page 30 


Conference Spotlight 


services for fleet and asset management, 
personal location and homeland security 
applications. 

Bluetooth — Bluetooth wireless technol- 
ogy is the ability to handle both data and 
voice transmissions at the same time. This 
enables users to enjoy variety of innovative 
solutions such as a hands-free headset for 
voice calls, printing and fax capabilities, 
and synchronizing PDA, laptop, and mo- 
bile phone applications to name a few. 

Multimedia — These are IP based ser- 
vices that are, in large part, next generation 
networks. We can now talk, play games, 
attend classes, pin point our location, listen 
to music and watch videos for one device. 

We Are Part of a Digital Revolution 

New multimedia technologies have 
been added to networks. This has en- 
hanced network platforms to encompass 
high speed telephone and multifunctional 
technologies for: 

• Digital Imaging 

• Portable Audio/Video 

• Digital Radio 

• Home Theater 

• HDTV 


System Reliability, Integration and 
Innovation, Network Security 

Public Safety System — Police and fire 
command connected to a private network. 
This will offer quick access to criminal re- 
cords, mug shots and building blueprints. 
The system is also capable of video trans- 
mission 

E911 — The FCC has made it manda- 
tory for all carriers to comply with E911 
services. The service is provided to home 
your location and respond to emergency 
calls. Simply put, signal strength measure- 
ments are from 3 infrastructure radios to 
calculate the whereabouts of the caller 
(triangulation) 

Public Safety Network 

The information revolution has resulted 
in more people having faster access to 
more accurate data than ever before. Both 
the public and law enforcement practitio- 
ners expect agency information systems to 
respond quickly with an enhanced ability 
to recognize crime patterns and problem 
areas. As a result, law enforcement agencies 
have improved their information systems 
to better analyze and use the data they 


collect for: 

• Hurricanes 

• Tornadoes 

• Earthquakes 

• Terrorist Attacks 

Secondary Power 

Emergency power applications should 
and will be a significant part of network 
designs. Design issues to be considered 
are: 

• Network development located around 
highly populated areas. Security and 
site confinement is essential. 

• Decibel levels. We must meet accept- 
able standards to exceed zoning re- 
quirements. 

• Inner city emission levels. Alternative 
methods should be applied to operate 
units. 

• Environmental design that is compat- 
ible to surrounding structures. 

During a disaster, wireless technology 

may be the only way to communicate The 
public as well as public service and law 
enforcement is dependent upon commu- 
nication at all times. ■ 



CREATIVE SOLUTIONS FOR YOUR 
UNIQUE REQUIREMENTS. 


Remember Chillicothe Metal when seeking superior design and 
fabrication services. Chillicothe Metal, a name worth remembering. 
Take a load off your mind with Chillicothe Metal's total service approach 
to power systems integration and equipment protection. Our experience, 


resources, innovation, and willingness to design around your specific 
needs-even on the most challenging specifications-are why we are tops 
in the generator packaging industry. From start to finish, it's Chillicothe 
Metal Co., Inc. Call 309.274.5421 or visit us at cmcousa.com. 


4507 EAST ROME ROAD I CHILLICOTHE, IL 61523 USA I 309.274.5421 I WWW.CMC0USA.COM 
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Stay on Top of Your Game with 
EGSA’s Electrical Generator Systems 
Technician Certification Program 


Think things move pretty fast in today’s 
business world? Think how fast they’ll be 
moving one, five or even 10 years down 
the road. That’s why you need every 
advantage to stay on top. 

It’s no secret that technology is becoming 
more complex — not less — and that makes 
today’s On-Site Power Generation System 
a lot more expensive. End-users — your 
customers — don’t want just anybody 
with a basic knowledge of mechanics to 
install and maintain their equipment. They 
want to be confident that all work has 
been performed by qualified personnel. 
Suppliers want assurance that skilled 
technicians are performing maintenance 
and repairs to guard against unnecessary 
returns or warranty repairs. 


As Good as Your Word 
In the past, your word was the only assur- 
ance that your technicians are skilled and 
knowledgeable. But now, through EGSA’s 
Electrical Generator Systems Technician 
Certification Program, there is a way 
that you can back up those words with 
objective evidence of your technicians’ 
proficiency. 





EGSA offers you a big advantage: For the 
first time in our industry, we have an 
objective and accurate way to determine 
generator technician proficiency. That 
means that the same standards will be 
used to measure the skills and knowledge 
of technicians from Maine to Manitoba 
and Mexico. Yes, Manitoba and Mexico! 
EGSA has determined that there is no 
reason why the test could not be fairly 
applied to any NAFTA technician. 

What are the Benefits? 

For the Employer, certification helps en- 
sure that your technicians have the critical 
knowledge and skills to succeed in their 
jobs. And everyone will be comfortable 
knowing that your certified techicians’ 
expertise has been confirmed by the 
industry organization through a program 
that was developed by a university. Encour- 


aging and helping your technicians become 
certified signifies your commitment to the 
highest of standards. Plus, it lends an added 
level of credibility to your firm and can 
sharpen your competitive edge. Employing 
certified techs will promote customer 
satisfaction and you won’t have to be shy 
about offering assurance that your techs 
are qualified. Certification can also help 
you select potential new hires, analyze 
job performance, evaluate employees and 
motivate technicians to enhance their skills 
and knowledge. 

Think about the message that certifica- 
tion sends to those with whom you do 
business. Why would anyone want a 
technician who isn’t certified performing 
critical maintenance or repair tasks? Em- 
ploying certified technicians gives you an 
added tool with which to market your 
business. 

As our members have said, “We’ve seen 
too many backyard mechanics damage 
expensive equipment. This program will 
provide credibility for my company and 
will help build pride and a commitment 
from technicians to be the best.” 

For the Technician 
Certificate holders benefit too. Certi- 
fication shows employers, clients, and 
associates that you are committed as a 
professional. It provides recognition of 
your knowledge and skill, shows your 
commitment to your profession and can 
help with job advancement. Certification 
is a mark of excellence that you carry 
with you everywhere you go. 

Acquiring certification indicates that 
you have the knowledge and proficiency 
required to perform as an Electrical 
Generating Systems Technician profes- 
sional. Becoming certified can increase 
your salary, enhance your skills, and make 
your job more satisfying. 


Certification helps ensure that your 
technicians have the critical knowledge 
and skills to succeed in their jobs. 




The Certification Test 
EGSA collaborated with Ferris State Uni- 
versity to develop the certification test 
and program. Through a scientific process, 
our panel of technical experts identified 
12 duty areas (such as “Basic Electricity”) 
and 6 1 tasks (such as “demonstrate knowl- 
edge of AC electrical theory”) within 
the duty areas. The duty areas and tasks 
were ranked and rated in terms of their 
relative importance, the frequency with 
which a task is performed, and skill level 
(i.e. Senior/Expert; Intermediate; and Entry 
Level.) All this data was combined to 
develop the certification test that was 
then statistically validated through a pilot 
test taken by generator technicians from 
across the United States. 

Who can take the Test? 

There are no pre-qualifications for 
taking the EGSA Certification test. We 
recommend three or four years of field 
experience before taking the test. Techni- 
cians who have had formal education in 
On-Site Power Generation (a degree or 
certificate from a technical school or 
community college) may need less field 
experience. Those who pass the test will 
have a comprehensive knowledge of basic 
electricity, the functions of a gen-set’s 
mechanical and electrical components, 
the interactions and relationships among 
components and an understanding of 
various elements of the installation, 
service, maintenance, and repair of gen- 
sets and On-Site Power Generation 
Systems. 


Disclaimer of Liability 

Certified status is an indication that an individual 
has completed a combination of defined education, 
experience or examination requirements. However, 
Certification is not a guarantee or assurance 
of the competence or ability of any particular 
individual. Further, given the rapid changes 
in the field, the Electrical Generating Systems 
Association cannot warrant that the Examination 
and other Certification materials will at all times 
reflect the most current state of the art. 


Certification Testing Covers: 

• Automatic Transfer Switches 

• Communication & Documentation 

• Engine Generator Instrumentation & Controls 

• Multiple Generator Switchgear & Controls 

• Troubleshooting System Problems 

• Auxiliary Support Systems 


Basic Electricity 
Prime Movers 
Governors 
Voltage Regulators 
Generators! Alternators 


Use the Study Guide to Prepare! 
Use of the program’s Study Guide is 
an excellent way to help techs prepare 
for the test and should clearly indicate 
if they are ready to take (and pass) the 
certification exam. In addition to useful 
formula pages, the guide contains almost 
200 multiple choice practice questions 
that cover all parts of the certification 
test. In addition to identifying the correct 
answer, the guide also indicates in most 
cases why a particular choice is correct 


and why the others are incorrect. The 
Guide also identifies resource material 
where techs can get additional or more 
in-depth information about a given topic. 

Need more information? Visit www. 
egsa.org to find extensive and detailed 
information about the certification 
program. Or contact EGSA Director of 
Education George Rowley via e-mail at 
g. rowley@egsa. org. 



The Electrical Generating Systems Association 
disclaims liability for any personal injury, property 
or other damages of any nature whatsoever, 
whether special, indirect, consequential or 
compensatory, directly or indirectly resulting 
from the Certification Program or the acts or 
omissions of any person who has been Certified 
by the Electrical Generating Systems Association. 
In conducting the Certification Program, including 
issuing Certifications, the Electrical Generating 


Systems Association is not undertaking to render 
professional or other services for or on behalf of 
any person or entity, nor is the Electrical Generating 
Systems Association undertaking to perform any 
duty owed by any person or entity to someone else. 
Anyone using the services of a person who has been 
Certified should rely on his or her own independent 
judgment or, as appropriate, seek the advice of a 
competent professional in determining the exercise 
of reasonable care in any given circumstances. 


Electrical Generating Systems Association 

1650 S. Dixie Hwy, Suite 500 • Boca Raton FL 33432 
561/750-5575 • Fax: 56 1/395-8557 • www.egsa.org 





EGSA Job Bank 


Inside Sales Coordinator/Engineer 

3-D Service ( www.3-dservice.com ), a growing 
industrial service company, is accepting resumes 
for, Inside Sales Coordinator/Engineer in our 
Generator Division to be responsible for inside 
sales, coordination of field service assignments and 
customer communications. This individual will be 
responding to sales calls, processing customer orders, 
providing technical support to customers and field 
personnel as well as customer support. Possessing 
the abilities to develop new leads, promote/increase 
the customer base and project management is a plus. 
Some travel & evenings/weekends may be required. 
Competitive salary and benefits. Send resume 
and salary requirements to: resume@3-dservice.com. 
No phone calls please. Please visit our web site at 
www.3-dservice. com. 


SERVICE MANAGERWANTED 

Contact Rodney 

Gillette Generators 

1340 Wade Dr., Elkhart, IN 46514 


TO USE THE EGSA JOB BANK 

Contact Jalane Kellough 
J. Kellough@EGSA. org 


EMERGENCY POWER SYSTEM SPECIALISTS 

Generator Technician — Experienced 

Emergency Systems Service Company in Quakertown, 
PA, a leading provider of emergency generator sets, 
has an immediate opening for a technician with a 
minimum of three years diesel engine/generator set 
background/experience. Responsibilities will involve 
troubleshooting, repair and the planned maintenance 
services of generator sets and peripheral equipment. 
A neat appearance, clean driving record and good 
people skills are required. We offer a highly attractive 
compensation with an outstanding benefits package. 
A company vehicle and additional training provided. 
If you are interested in becoming part of our team, 
please call (215) 536-4973, ext. 25. 

Generator Technician-Apprentice 

Emergency Systems Service Company in Quakertown, 
PA, a leading provider of emergency generator sets, 
has an immediate opening for a person with a 
strong mechanical/electrical background interested 
in a career in the power generation service field. 
Responsibilities will involve minor troubleshooting, 
repair and the planned maintenance services of 
generator sets and peripheral equipment. A neat 
appearance, clean driving record and good people 
skills are required. An outstanding benefits package, 
company vehicle and additional training provided. 
If you are interested in becoming part of our team, 
please call (215) 536-4973, ext. 25. 


Outside Generator Service Sales Representative 

TAW Inc is seeking experienced Outside Service 
Sales Representative in Fort Myers, FL The qualified 
candidate will sell generator repair services to new and 
existing clients. Will travel to customer sites within 
Fort Myers and the surrounding areas. Will prepare 
quotes and proposals. Prior technical knowledge 
and experience in selling generator products and/or 
industrial sales desired. E-mail resumes to ellen. 
donegan@tawinc.com or fax 813-217-8076. AA/EOE. 
DFWP Check out our web site www.tawinc.com 


Position Wanted 

Individual with over 20 years of significant sales/ 
management experience in the engine and power 
generation industry. Proven marketing and sales 
management skills with a track record of growth and 
profitability improvement. 

Extensive and diverse power systems market segment 
experience, including: Petroleum, Marine, Agricultural, 
Mining, Governmental, OEM, Distributed Generation, 
CHk and Foreign Governments. 

Excellent understanding of the used and surplus 
markets. College degree, excellent interpersonal 
skills, participative management style, and strong, 
customer-led attitude. Ability to quickly make sound 
decisions. Willing to relocate. Please send reply via 
e-mail to J.Kellough@EGSA.org. 


Field Service Technicians 

Engines and Generators 

Learn about us and apply online at 

www. bay diesel com 

BAY DIESEL & GENERATOR 

800 - 215-4005 

Richmond, VA Chesapeake, VA 


EGSA Job Bank Guidelines — EGSA will advertise (free 
of charge) EGSA Members’ job openings each issue in 
the Job Bank. Blind box ads using the EGSA Job Bank 
address are available upon request. Companies who are 
not members of EGSA may utilize the Job Bank for a 
$300 fee. Please note that company logos may be in- 
cluded for an additional fee. Please send your classified 
ad (limited to about 50 words) to: EGSA Job Bank, 
1650 S. Dixie Hway, Suite 500, Boca Raton, FL 33432. 
Or, send it via e-mail it to: J.Kellough@EGSA.org 


Eibcrglass Battery Hoses 
IX STOCK 
Handles 2-SD Batlerics 



Davidson Sales Company 

v, v, v, d:iv ilUi in^ik'vo.'oii 

CALL {346} 274-2Q79 



The skills and experience 
I possess... helped me land 
a great job in one of the most in- 
credible places in the world. 

— Matt Strine 
EGSA Certified Generator Technician 

Want to Go Places? 
Find Out Where 
Certification Can Take You 

Visit www.EGSA.org 


36 


www.EGSA.org 


Powerline • May/June 2007 





EGSA Job Bank 



www.kge.com 

HIRING TERRITORY SALES MANAGERS 

Kelly Generator is a full service mid-Atlantic 
distributor of power generation systems. 
Market standby emergency power generation 
solutions to consulting engineers, electrical and 
general contractors, industrial end-users, health care 
facilities and mission critical data centers. Respond 
to “bid & spec” opportunities. 

Medical, dental benefits, 401(k) profit sharing. 
FAX resumes to Glenn Marang at 301-516-5471 
or e-mail to gmarang@kge.com. 


Inside Project Coordinator 

Zabatt Inc. a leading Industrial generator supplier 
of Generac Power Systems products has an opening 
in it’s Jacksonville, FL office for an experienced 
Project Coordinator. The degreed candidate should 
be organized, detail-oriented, able to multi-task 
and possess highly effective oral and written 
communication skills. Electrical background 
helpful but not required. Responsibilities include 
coordinating and managing projects in addition to 
supporting the sales team and an extensive customer 
network. Strong, sound decision making required 
daily. Salary is commensurate with experience and 
includes a full benefits package with matching 40 IK 
plan. Help with relocation will be considered for the 
right candidate. This is a smoke-free workplace. 
Forward resume along with salary requirements to 
steveh@zabatt. com 


ALTORFER 

Power Systems 



1 


EPG Field Service Technician 

Exciting opportunity is waiting for the right 
person to join our Bartonville, IL service team! 
Perform diagnosis, repairs and maintenance 
on Caterpillar Electric Power Generation 
equipment. This includes switchgear and 
electrical controls. Ability to read electrical 
schematics and engine experience required. 
PC skills and excellent customer service skills 
required. 

Please e-mail resume to: 
power@altorfer.com 


Product Manager - Generator Division 

A growing North East Ohio company, is searching for 
a high energy, hands-on Product Manager - Generator 
Division to be responsible for the portable & standby 
generator market, including sales, developing new 
leads, promoting/increasing the customer base, 
providing quotes & customer support. Competitive 
salary and outstanding benefits package. Send 
resume and salary requirements in confidence to 
J.Kellough@EGSA.org (reference PLND06JB-1). 


Engine/Generator Mechanic 

Seasoned Engine/Generator Mechanic wanted for 
northern Virginia area. Flexible work schedule with 
growing company. 20 years experience preferred. 
Candidates must have firsthand knowledge of traffic 
dynamics in the No-VA, MD and DC area and be 
able to arrange their workday to minimize lost time 
in traffic while completing their assigned work in 
a high-quality, timely manner. Send introductory 
letter and resume to customerservice@gentune.com. 


Generator Set Sales/Service 

Experienced sales/service engineer needed by 
southern California company to sell engine 
generator sets. 

Please respond to J.Kellough@EGSA.org 
(Reference PLND06JB-1). 


Solar Taurus 60 


5.2 MW • Mobile Gen Sets 

FOR SALE 



■ Solar Maintained - Low Time 

■ 13 Units (Gen 1) & (Gen 2) 

■ 8 Natural Gas - 5 Dual Fuel 

■ Low Nox 25 ppm 

■ Complete Packages 

■ Mobile PCR U.G. Switchgear 

■ 60 Hz o 13.8 kV 

' 50 Hz Conversion Available 


Mid America Engine, Inc. 

662-895-8444 • Fax: 662-895-8228 

Keith: keith@maegen.com 
Art: art@maegen.com 


Silencers, Emission Control, Insulation Blankets, Exhaust 
Accessories, Connectors, Vibration Isolation... 

Design Performance, Product Quality, Customer Satisfaction 



We’ve got it 
covered. 


on 


CD 

>< 

b 

O 
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I N NOVATION SIN C. 


Call: 800 387 7818 

and ask for a catalog 
or email: info@silex.com 


Powerline • May/June 2007 


www.EGSA.org 


37 







Conference Spotlight 


The Role of Project Management in 
On-Site Power Generation Industry 



From left : Jeff Lynch, Engineering Manager, Ring Power Corporation; Mark Andresen, Vice President Power Generation, Cummins Atlantic, 
LLC and Aaron Tasin, Operations Manager, Nixon Energy Solutions. 


P roject management is the application 
of organizing and managing resources 
in order to meet the requirements of a 
particular project. There is no doubt that 
good Project Management is an important 
role that must be filled for any business in 
the Power Generation Industry. Regard- 
less if you have a salesmen function in a 
dual role or if you have a dedicated project 
manager there is a need for good structure, 
organization, and tools to be used to sat- 
isfy the customers’ needs. In a complex 
enough business the project manager can 
affect the gross margin a couple percent 
one way or the other. 

Although Project Management has al- 
ways been around in some fashion, the be- 
ginning stages of modem Project Manage- 
ment can be attributed to Henry Gantt and 
his famous Gantt Chart. Then, in 1950’s 
the United States Navy in conjunction with 
Lockheed Corporation developed the “Pro- 
gram Evaluation and Review Technique” 
(PERT) and in a joint venture between 
DuPont Corporation and Remington Rand 
Corporation the “Critical Path Method” 
(CPM) was developed for managing plant 
maintenance projects. Both of these math- 
ematical techniques spread into private 


industry. In 1969 the Project Management 
Institute (PMI) was formed to serve the 
interest of the project management indus- 
try. The Project Management Institute 
publishes the “Project Management Body 
of Knowledge” (PMBOK) guide, currently 
in its third edition, and is the only ANSI 
standard for Project Management. 

Regardless of your business, or who 
functions as your Project Manager, estab- 
lishing a methodology is vital to the over 
success of your business as the goal has 
always been to deliver the project on time, 
on budget, and with the correct scope. In 
order to insure this, there are five compo- 
nents (stages) of the order to installation 
process that must be managed. As you 
read through these five Project Manage- 
ment Stages you will see the opportunities 
where you are possible under managing 
or over managing your sales. These five 
Project Management Stages are: Initiating 
Processes, Planning Processes, Production/ 
Executing Processes, Monitoring and Con- 
trolling Processes, and Closing Processes. 

The Initiating Process is crucial to the 
internal success of the Project. This is 
where you define the deliverables, the 
scope, and the stakeholders of the project. 


In order to do this, you will need to: 

• define what is being purchased and 
the time frame required to deliver 

• perform a financial analysis of the 
costs and 

• select the stake holders (including 
users and support personnel for the 
project) 

This is where an experienced project 
manager’s input is invaluable as they may 
have a better understanding of delivery 
time frame, true costs of adders/options, 
customer/contractor “likes” and “dislikes”, 
etc. 

The Planning Process is crucial to the 
overall success of the Project. This is where 
you have your kick-off meeting with the 
customer to make sure that you are in fact 
selling them what they want to purchase. 
Any necessary changes can be made with 
the minimum amount of impact on time 
and cost, and allows for the changes to be 
properly documented in a change order. 
It is best to involve everyone that has been 
involved and will be involved in the proj- 
ect to this meeting to avoid future conflict. 
Typically this would involve the salesper- 
son and the project manager on the seller’s 
side along with the person who negotiated 
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the purchase and the person implementing 
the project on the customer side. 

In the world of the On-Site Power Gen- 
eration Industry and for the scope of this 
article the Production/Executing Process 
is simply ordering the equipment per the 
agreed scope and defining the delivery 
variables. Unless you are the manufacturer 
there is little substance to this common 
Process. 

The Monitoring and Controlling Pro- 
cess is where project management activity 
peaks again. The typical on-site power 
generation has several pieces, manufac- 
tured by several different manufacturers, 
whose delivery is all dependent on a con- 
tractor completing their job and/or the 
delivery of some other piece of equipment. 
This is where using some of the tools such 
as the Gantt Chart, PERT, CPM, or others 
earlier can ease the job of the Project Man- 
ager and insure that the project will be a 
success. Bad planning can cause items to 


ship early and require storage or items to 
ship late and require expedited fees and/or 
unnecessary overtime and an unhappy 
customer. 

The Closing Process is where the cus- 
tomer signs off that the equipment sup- 
plied is satisfactory and where the warranty 
will begin. This is another vital step in 
meeting the customer requirements as start 
up must be scheduled and performed in a 
timely manner. Often times the customer 
even needs to shut down their plant or 
business to perform the necessary testing, 
so proper planning is important. 

As stated before the goal is to deliver 
the project to the customer on time, on 
budget, and with the correct scope. By 
looking over your current processes and 
determining how each of the five men- 
tioned Processes fit into your business, 
you are sure to make an impact on better 
customer satisfaction and better internal 
controls. ■ 


FOR SALE/RENT^ 

(2) 2.5MW EMD MP-45 

(3) 2.0MW EMD MP-36 
50 / 60 CYCLE 
750/900 RPM 


DIESEL 

GENERATOR UNITS 



IMMEDIATE SHIPMENT 

24/7 EMERGENCY SERVICE 
Complete On - Line Inventory 
www.wabashpower.com 

CALL 800-704-2002 


iAfsb&sh power 

WW M EQUIPMENT CO. 

444 Carpenter Avenue, Wheeling, IL 60090 


Don’t be left in 
Hflie dirk. 


t-£l _ 

mih. 



For information, contact 
our St. Augustine offices 
or visit our website. 


Ring Power 


CAT 


Power Systems Division 


Ring Power sells 
and rents a variety of 
Caterpillar® generators 
and other specialty 
power generation 
equipment to keep 
you up and running, 
no matter what! 

• GENERATORS (up to 16 mW) 

• LOADBANKS luptoBOOOkwi 

• ELECTRIC AIR COMPRESSORS 

• ELECTRIC CHILLERS 

• UPS (uninterrupted power supply) 

• FUEL SYSTEMS 

• FINANCIAL SOLUTIONS BY 
CAT POWER FINANCING 

904 - 493-7065 

www.ringpower.com 
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Get an On-Site 
Power Education. 

Get CEUs. 

Get Satisfaction. 


Whether you are a newcomer to the On-Site Power Generation Industry 
or a veteran already working with power generation technology, EGSA’s 
On-Site Power Generation Schools offer you comprehensive informa- 
tion you won’t find anywhere else. 

While newcomers receive an outstanding introduction to On-Site Power 
Generation Systems, veterans tell us that our schools provide a great 
and very meaningful review of critical material. Everybody benefits 
by getting the most up-to-date information available that is presented 
by seasoned professionals from some of the biggest companies in the 
industry. 

From voltage regulators to transfer switches to sizing and service, we 
cover it all in a three-day event. And every student receives a copy of 
EGSA’s 597-page On-Site Power Generation Reference Book (a $225 value) 
and extensive handout materials. 

What’s more, you can extend your learning with two extra days of 
optional sessions that cover prime mover fundamentals, basic electricity, 
troubleshooting, specifications and bid documents and multiple genera- 
tor configurations. 

With our Continuing Education Unit program, you can earn up to 3.1 
CEUs. By earning CEUs you can not only take pride in your accomplish- 
ments and knowledge, our CEUs might give you an advantage during 
your next performance review and your employer will know that the 
investment in your training has been money well spent. Plus, CEUs 
may help maintain licenses and professional society membership. When 
you register for the school, be sure to sign up to take the Continuing 
Education tests. 

For complete information on EGSAs On-Site Power Schools — in- 
cluding a schedule and registration materials — and full details on 
our Continuing Education program, visit us online at www.EGSA. 
org. 

Electrical Generating Systems Association 

1650 South Dixie Highway, Suite 500 
Boca Raton, FL 33432 
Email us at e-mail@egsa.org 
Visit us online at www.EGSA.org 
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Continued from page 29 

that every person in a business is part of 
a large-scale production process to create 
defect-free customer attitudes. Establish- 
ing a powerful, visionary perspective is a 
vital first step, both to align people with 
achieving a common goal and to inte- 
grate functional silos, which almost always 
have been optimized to achieve disparate 
goals — often through years of hard work! 
Nothing will make eliminating functional 
barriers easy — -just ask GE — but the task 
will be much harder without a compelling 
vision to guide the changes in priorities 
and decisions that must occur. 

The “expanding the factory walls” idea 
also enables an organization to tap into 
the rich lode of ideas, tools and words that 
produces tremendous successes in manu- 
facturing. Take the word “defect.” Used 
in a factory context, it opens the door to 
a large and powerful body of knowledge. 
Galvanizing an organization to achieve 
major change becomes easier when people 
adopt a language that embodies the chang- 
es desired. Further, the language creates a 
foundation for new ideas and phrases. For 


example, adding the word “trust” to “zero 
defects” creates a new phrase, “zero trust 
defects,” which illuminates previously un- 
recognized opportunities. 

I specifically picked the word “defect” 
because it transcends differences between 
products and services. Whether a defect is 
external or internal, it must be identified 
and eliminated. Moreover, everyone knows 
the standard when it comes to defects: 
zero. No ambiguity here. (See Sidebar, 
“The Rationality of Irrationality.) 

The third principle underlying the cre- 
ation of a zero trust defects production 
process is to embrace a “take away the 
safety nets” idea — a catalyst for improve- 
ments that, when understood, opens peo- 
ple’s eyes to otherwise “invisible” costs and 
opportunities. A catalyst concept — JIT is a 
good example — also generates enthusiasm 
and urgency that provide the power to 
achieve rapid, large-scale change. Without 
JIT to force identification and elimination 
of waste in every aspect of a factory, few 
companies would have had the stomach 
to throw their complex, inefficient, defect- 


prone “push” production systems on the 
scrap heap. True catalyst concepts are rare. 
Fortunately, one exists that is ideally suited 
to creating and supporting a zero trust de- 
fects production process: an Extraordinary 
Guarantee. I first wrote about this idea in 
HBR in 1988. Since then, every company 
that has done an excellent job of guarantee 
design and implementation has achieved 
performance gains that were not just good, 
but were spectacular. Although many firms 
expressed keen interest in the idea, few of 
them figured out how to apply it — creating 
the opportunity that exists today. 

Climbing the Mountain 

Creating trusting, loyal customers is 
not a foreign idea that will leave people 
in your organization shaking their heads 
in befuddlement. Everyone knows what a 
great experience is. And everyone is well 
aware of the pain awful experiences create. 
Especially in this era when corporate ethics 
is a boardroom topic and every company’s 
vision and values statements contain words 
like integrity and honesty, what could be 



877 - 767-6797 


Our best work begins by 
thinking outside the box. 




li 


Our best ideas go inside. 


At Robinson Custom Enclosures our state of the art design begins by 
thinking outside the box. We custom design each enclosure package 
to exceed the customers need in the most cost effective way possible. 


WHERE CUSTOM IS STANDARD 


Li ROBINSON 

\cUSTOM ENCLOSURES 

1 740 Eisenhower Drive | P.O. Box 5905 
De Pere, Wl 541 1 5-5905 
920-490-3250 | Fax 920-617-3308 | www.robinsonenclosures.com 


United Rentals 

Pumps * Power * HVAC 


Fax 410-414^199 www.urHteiinntats.com 


■ 74? Mrij,TKrtiJ+ limmiofy 

• Bit** i2 to 5.000 kW 

■ Dif&et CittMrlt to 7500A 

* 400 Hmfi i Bnacii ™ 


' SHtncmf G*mnten ■ 
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more meaningful to every person in your 
company than an unequivocal statement, 
driven home by executive action, not just 
words, that the company is embarking on 
an unyielding, visionary journey to find 
and eradicate trust defects wherever they 
exist? 

No executive faces a shortage of chal- 
lenges, but one thing is absolutely clear: 
You can do this. 

Companies successfully made the 
wrenching changes to transform their 
manufacturing operations, IT systems, 
supply chains and global distribution. The 
changes required to create a system that 
consistently produces zero-defect cus- 
tomer attitudes is no different. It’s a big 
challenge — very big. But great companies 
prove their greatness by overcoming such 
challenges and earning the outsized profits 
such success entails. 

So, why not create a system that system- 
atically produces trusting loyal customers 


one after the next — and that revolutionizes 
your industry? 

In Closing... 

Years ago, the late Philip Crosby changed 
the course of business with two ideas. 

First, he argued that any goal except 
“zero defects” was setting the bar too low. 
For many manufacturers, that seemingly 
irrational challenge now is a table stake. 
Zero trust defects extends his logic beyond 
the factory walls, imbuing it with new 
meaning and energy. 

Crosby’s second business-changing in- 
sight was, “Quality is free.” So, too is 
trust. 

About the Author 

Christopher Hart, PhD., was the 
Opening Keynote Speaker at the recent 
EGSA Annual Spring Convention. He is 
a faculty member at the Cornell School 
of Hotel Administration and president of 


Spire Group www.spiregrou.biz, a manage- 
ment-consulting firm. Previously, he was 
a professor at Harvard Business School 
He may be reached for comments at 
chart@spiregroup.biz ■ 
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2 Christopher Hart, “Beating the Market 
with Customer Satisfaction,” Harvard Busi- 
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3 Nirmalya Kumar. “The Power of Trust 
in Manufacturer-Retailer Relationships” 
Harvard Business Review (Jan-Feb 1998): 
92-106. 

4 Chris Hart, “The Profitable Art of 
Service Recovery,” Harvard Business Review 
(July-August 1990): 148-156. (Reprint 
#90407) 



lnteliSys NT . The complete CHP control package. 


However demanding your business needs, 
lnteliSys NT can provide a total control 
interface for all your combined power and 
heat management requirements. 


built-in PLC with PID loops for control of 
the heat exchanger and other auxiliary 
equipment 

higher level of customer configurability 
- based on modular, expandable design 

P integrated solution with automatic 
synchronizing and load sharing as 
standard 




CREATIVE ENGINEERING FOR INDUSTRIAL ENGINES, GENERATORS & CHP APPLICATIONS 


USA, CANADA: www.comapllc.com 
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South Florida's Broward County issues Code Advisory on Residential Standby Generator Installations 

FMC and Sec. 303.4.1 of the FRC,” said 


After the worst hurricane season on re- 
cord, Florida lawmakers were keen to pre- 
vent the widespread — and prolonged — 
power outages that plagued South Florida 
in the wake of Hurricanes Katrina and 
Wilma. Lawmakers passed several mea- 
sures requiring certain gas stations and 
apartment buildings to install emergency 
standby power. The residential emergency 
power market is also growing. As a result, 
Broward County has recently issued a 
code advisory on the installation of stand- 
by generators for residential applications. 

Robert Andrews, Chief Mechanical 
Code Compliance Officer for the Broward 
County Board of Rules and Appeals, is- 
sued the advisory and said that installa- 
tion of certain self contained generators 
only requires an electrical contractor and 
an electrical permit while others could 
require up to four contractors and four 
separate permits. Regardless of the con- 
tractor or permits required, said Andrews, 
there are important minimum code re- 
quirements in the various Florida Build- 
ing Codes, Florida Fire Prevention Code 
and their adopted Standards. 

“Based on phone calls and conversa- 
tions I have had with contractors, inspec- 
tors, engineers, home owners associations 


and lawyers,” said Andrews, “it became 
apparent there was a need to inform the 
industry on the applicable codes that per- 
tain to the installation of these generators. 
With the help of local jurisdictions and 
industry, I have summarized nine mini- 
mum code requirements (excluding elec- 
trical requirements). The Board of Rules 
and Appeals Mechanical/Smoke Control 
Committee reviewed these code require- 
ments at two separate meetings and unan- 
imously recommended sending the list 
of these requirements to the full Board 
of Rules and Appeals for their approval 
and distribution to the Broward County’s 
Building Departments. Subsequently, the 
list was approved by the Broward County 
Board of Rules and Appeals.” 

The minimum code requirements are 
derived from the 2004 editions of the 
Florida Building Code (FBC), Florida Resi- 
dential Code (FRC), Florida Mechanical 
Code (FMC) and the Florida Fuel Gas 
Code (FFGC). Also listed are the relevant 
adopted National Fire Protection Asso- 
ciation Standards and American National 
Standards Institute/American Society of 
Mechanical Engineers Standards. 

“The only contentious minimum code 
requirement was Sec. 401.5.1 of the 


Andrews, “which requires a minimum 
separation of 10 feet for hazardous or 
noxious contaminants to openable win- 
dows, doors, vents, etc.” He noted that 
the wording in these two code sections 
are almost identical with the exception of 
Sec. 303.4.1 of FRC which allows certain 
contaminants to terminate a minimum of 
two feet above an opening. This would 
not be appropriate for CO because it is 
heavier than air. 

“Carbon monoxide produced by gen- 
erators would certainly fit into the cat- 
egory of hazardous and noxious,” said 
Andrews. Carbon monoxide is an odor- 
less, colorless, toxic gas and a lethal poi- 
son produced when fuels such as gasoline 
are burned. Because it is impossible to 
see, taste or smell, carbon monoxide can 
kill you before you are aware it is in your 
home. The potential threat and deaths 
from CO are well documented. The con- 
troversy of this section, said Andrews, de- 
rives from the numerous instances where 
the above mentioned 10-foot separation 
is either very difficult or impossible to 
achieve. This is particularly true with sin- 
gle-family residencies built on zero lot lines 
and for attached townhouses. 


Minimum Code Requirements for Permanent Residential-Type Standby Generators 


• Generators (Engines) shall be installed 
at least 5 feet from openings in walls 
and at least 5 feet from structures hav- 
ing combustible walls unless there is 
an adjacent wall that has a fire resis- 
tance rating of at least 1 hour between 
the structure and generator. 

• The generator shall be installed in 
compliance with floodplain manage- 
ment construction standards (same 
elevation above grade as the interior 
first floor of the building). 

• Generators that are exposed to wind 
shall be installed to resist the wind 
pressures according to ASCE (Ameri- 
can Society of Civil Engineers) 7- 
2002 . 

Exception: Ground mounted generators 36 
inches or less can be installed according to 
Sec. 301.13.1 of the Florida Mechanical 
Code. 

• Generators installed at grade level 
shall be supported on a level mini- 


mum 4-inch nominal (3.5 inch actual) 
concrete slab or other approved mate- 
rial extending a minimum of 2 inches 
above adjoining finished grade. Such 
slabs shall be placed on clean, thor- 
oughly compacted sand or crushed 
rock free from organics, debris or 
other deleterious materials. 

Generator exhaust shall be located so 
as not to create a nuisance. Exhaust 
termination shall be a minimum of 
10 feet from any openable openings 
(doors, windows, vents, etc.) or air 
intakes. 

Generators shall be listed and labeled. 
Generators shall be installed according 
to the manufacturer’s recommenda- 
tions and by the terms of their ap- 
proval, in accordance with the condi- 
tions of the listing. Where conflicts 
between the code and the conditions 
of listing or the manufacturer’s in- 
stallations occur, the provisions of 


the code shall apply. Where a code 
provision is less restrictive than the 
conditions of the listing of the genera- 
tor or the manufacturer’s installation 
instructions, the conditions of the list- 
ing and the manufacturer’s installation 
instructions shall apply. 

When applicable, the following Stan- 
dards shall apply: NFPA 54-National 
Fuel Gas Code, NFPA 58 -Liquefied Pe- 
troleum Gas Code, NFPA 37 -Stationary 
Combustion Engines and Gas Turbines, 
NFPA 30-Flammable and Combustible 
Liquids Code, ANSI/ASME B31.3 Pro- 
cess Piping, 1999 and the Florida Fuel 
Gas Code. 

Installations shall comply with the 
Florida Fire Prevention Code. 
Maximum allowable sound levels and 
property setbacks shall comply with 
local jurisdiction’s requirements. 
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EB 5 A 2007 EGSA Fall Technical & Marketing Conference 

7 Ride the Waves of Change 

September! 6-1 8, 2007 • Grand Wailea Resort Hotel & Spa • Maui, HI 


Scheduled Educational Sessions Include: 


Data Centers....uh oh... Here Come the High Nines Again! 

Don Blackman, VP- Marketing & Domestic Sales 
ASCO / Power Switching & Controls 

This session will review the growing demand for Data Storage and what’s 
driving it. Data Center Facility expansion and new construction are ex- 
pected to grow significantly in the next four to six years. Data Centers can 
range in size from very small Tier-1 types all the way up to huge buildings 
in aTier-IV configuration. The greater the uptime expectation, the more 
backup power and control is required. 

The State of the On-Site Power Market 

Ray Kacvinsky,Vice President - Power Generation 
Marathon Electric Mfg. Corp. 

This presentation will review EGSA generator statistics from 2000 through 
the first part of 2006. EGSA market data will be compared against other 
industry information using an economic early warning technique with the 
data to develop a near-future On-Site Power market outlook. 

Current Health of the Large Engine Industry-2007 Statistics 

Mark McNeely, Publisher and Editor, 

Diesel and Gas Turbine Publications 

For the past 30 years, Diesel & Gas Turbine Worldwide has published its 
annual Power Generation Order Survey, which encompasses all piston 
and gas turbine engine orders for power generation applications 500 
kilowatts and above. This presentation will analyze this year’s survey fig- 
ures, including which engine ranges saw increased orders, or decreased 
in volume. It will also break out various engine order trends by type of 
fuel, type of service and geographic location. 

Yield to New Ideas 

James B. Lloyd, President & Owner 
9 Screens International 

This presentation will discuss methods for employees and employers to 
find the positives with change.Whether it is a corporate merger, corporate 
restructuring, or downsizing; finding the positives in change will create an 
environment of growth and loyalty. 

Luncheon Keynote:The Cookie Never Crumbles 

Wally Amos, Chip & Cookie 

Wally Amos is a man of wisdom, a man of humor, and a man of joy.And he 
has learned the greatest secret in life: You can be happy no matter what. 
Wally will share his inspiring collection of “recipes,” and tell you how 
adversarial situations are often blessings in disguise, and how the lessons 
we learn in life sometimes come from the most unexpected places. 


Residential Standby Power: 

The Future of On-Site Power in the Home 

Todd Lathrop, Senior Design Engineer 
Eaton Corp. 

The demand for electricity in the residential sector continues to increase 
as more power-hungry devices are being added to the home environment. 
As the power grid continues to become more decayed and overloaded 
and the frequency of storm-related power outages continue to increase, 
the reliability of electrical power to the home becomes less. For these 
reasons pad-mounted standby generators are quickly becoming the air- 
conditioners of yesteryear.This presentation focuses on the state of the 
residential generator business and where it is going. 

Impact of Asia on North American Manufacturers 

Speaker To Be Determined 

This presentation will discuss experiences and observations of the on- 
site power business in Asia. It will also cover what it means for North 
American businesses in our industry, the potential impact on them and 
how to prepare your business. 


Manufacturers Showcase 

The exhibit hall is open for two and a half hours during the Conven- 
tion, thus allowing ample time for Exhibitors to interact with attendees. 
Manufacturers, Manufacturer’s Reps, Consultants, or any company that 
offers a service to Distributor/Dealers are encouraged to exhibit in the 
Showcase. Here, they will interact with Manufacturers, Distributor/Deal- 
ers, Manufacturer’s Reps, and Consultants who are interested in On-Site 
Power products and services. Reserve your tabletop today! 

EGSA Fall GolfTournament • September 18,2007 

Designed by RobertTrent Jones Jr. and opened in 1 993, the North Course 
at Makena boasts 1 ,800 acres of unspoiled, natural beauty.There are no 
distractions on this course — unless you consider unobstructed views 
of the blue pacific, neighboring islands and humpback whales breaching 
during whale season to be distracting. 

Classed by worldgolf.com as “a tight, well-trapped beauty” and lauded 
by Frommer’s® for its difficulty, the North Course offers such arresting 
views that golfers are known to just stop and stare. After playing this 
course, you’ll agree that Makena embodies all the qualities that make 
Maui a world-class golf destination. 


Hotel space is limited — book your room TODAY! For more information, visit www.EGSA.org or call 561-750-5575. 




Industry News 



Tognum Group acquires Katolight 

Tognum GmbH, headquartered in 
Friedrichshafen, Germany, has acquired 
Katolight Corp., a U.S. manufacturer of 
generator sets based in Mankato, MN. 
Katolight produces diesel and gas-pow- 
ered engine generator sets for industrial 
and agricultural applications as well as 
for emergency power supply, covering a 
power range of 15 to 2,800 kilowatts. With 
around 340 employees, Katolight posted 
sales revenues of approximately $135 mil- 
lion in 2006/07 (year ending March 31, 
2007). The parties to the transaction have 
agreed not to disclose any details of the 
price paid. 

“With the acquisition of Katolight, we 
have passed another milestone on our 
track to become a globally leading provider 
of decentralized power generators,” stated 
Volker Heuer, CEO of Tognum. “Katolight 
is a perfect element in our growth strategy, 
because it is a well-positioned brand and 
an excellent supplement to our product 
range in the important and further growing 
North American market. Another crucial 


factor is that Katolight gives us direct ac- 
cess to end-customers.” 

Business relations have already existed 
between Tognum and Katolight for many 
years. For example, some of Katolight’s 
generator sets are based on diesel engines 
from the core Tognum company, MTU 
Friedrichshafen GmbH. Its subsidiary, 
MTU Detroit Diesel Inc. (in Detroit, MI) 
supplied more than 170 of its Series 60, 
Series 2000 and Series 4000 engines to 
Katolight last year. 

Katolight, a family owned business 
founded in 1952, was most recently owned 
by Kay R. Jacobson and managed for the 
past 21 years by her husband, Lyle G. Ja- 
cobson. The new company in the Tognum 
Group will play a key role in the Systems 
and Components division offering stan- 
dardized power generators. Katolight will 
be operated as a brand for generator sets 
based on diesel engines. It complements 
the well-known Tognum brands MDE and 
CFC Solutions, which specialize in gas- 
engine generators and fuel-cell generators, 
respectively. 


“We are excellently positioned in the 
marketplace with this trio of proven and 
future-oriented products for the constantly 
growing demand for local power gen- 
eration,” stated Tognum Executive Vice 
President Christof von Branconi, who is 
responsible for the Systems and Compo- 
nents division. “It is becoming increas- 
ingly important to have electrical energy 
available quickly and reliably wherever it 
is needed,” pointed out Branconi. “This is 
particularly apparent in the United States, 
where hurricanes or heavy snowfalls often 
disrupt the regular power supply.” 

With immediate effect, Katolight will 
be managed by Armin Groeber as CEO, 
who until now has been responsible for 
the entire assembly of engines and main 
components at the core Tognum company 
MTU Friedrichshafen. Groeber already has 
over two years’ of business experience in 
the United States: he was Head of Opera- 
tions for the North American region from 
2002-2004. ■ 


Your Partner for Reaching the 
Power Generation Markets 


Focusing on providing the latest products, technology and industry news for all the engine- 
powered power generation markets, Diesel & Gas Turbine Publications covers all the mar- 
kets for electrical power generation from kilowatts to megawatts. 

...And Alt Of 
The Above 


KILOWATTS.. . 


...Megawatts... 
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Diesel Progress 
North American Edition 


Diesel Progress 
International Edition 


Diesel & Gas Turbine 
Worldwide 


Global Sourcing 
Guide 


Visit Diesel & Gas Turbine Publications Online at 

www.dieselpub.com 


For information on any of these specialized publications, please contact: 
Diesel & Gas Turbine Publications • 20855 Watertown Rd., Suite 220 
Waukesha, Wl 53186-1873 • Tel: 262/754-4100 • Fax: 262/754-4175 
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New EGSA Members 


ACTech North America, Inc (AC) 

Ann Arbor MI 

(734) 913-0091 Fax (734) 913-0095 
Contact: Fred Sheill, Sales Engineer 
Business: Supplier of prototype castings. 

Burdette Electric, Inc (DD) 

Aberdeen SD 

(605) 229-3106 Fax (605) 229-1387 
Contact: Dan Burdette, President 

Business: Burdette Electric, Inc. is an electrical contracting 
business. One of our specialties is designing/building for 
standby power systems. We service all that we sell. Our 
primary focus is commercial installations and health care 
facilities. 

Cox Enterprises Inc (AD Full) 

Atlanta GA 

(678) 645-0632 Fax (678) 645-1632 
Contact: Keith Mask, Director of Energy & Engineering 
Business: Our company owns and operates electrical gener- 
ating equipment and related switchgear. Our sole respon- 
sibilities include: planning, design, installation, supervision 
and service of such equipment. 

Diesel Engine Technician, Inc (AE) 

Caguas PR 

(787) 782-1439 Fax (787) 782-7456 

Contact: Noel Rodriguez Torres, President 
Business: Generator maintenance and service. 

Empire Power Systems (DD) 

Phoenix AZ 

(602) 333-5639 Fax (602) 333-5683 

Contact: Nicholas Cooksey, CSA Manager 

Business: We are the authorized Caterpillar Dealer for the 

State of Arizona. Retail sales and service for all electrical 

power generation. 

Graye Electrical Services, Inc (AD) 

Livonia MI 

(734) 744-0216 Fax (734) 744-0221 

Contact: Julius Graye, President 
Business: Graye Electrical Services has been providing 
dependable, cost-effective electrical service and installa- 
tion services since 1973. We specialize in commercial and 
industrial service work, design & build, emergency genera- 
tors, power upgrades. 

Johnson & Towers Inc (DD) 

Baltimore MD 

(410) 687-0500 Fax (410) 687-4743 

Contact: Thomas A. Peterson Sr., Power Systems Sales 

Manager 

Business: Johnson & Towers is a distributor for MTU/DDC 
Generator Set sales, service and rentals. We are also a 
dealer of ASCO, GE/Zenith/Russelectric/Eaton-Cutler Ham- 
mer Transfer Switches; PRYCO, Tramont, Simplex Fuel 
Systems, Avtron, Loadtec, Simplex Load Banks and many 
other manufacturer/suppliers of Power Generation Systems. 

Joseph Joyce (AF) 

Howell MI 

(517) 552-3333 Fax (517) 552-5280 
Contact: Joseph Joyce, Graduate Student 
Business: Student at Eastern Michigan University studying 
for a Ph.D degree in Technology with a concentration in 
Engineering Management. 

Keystone Pump & Power, LLC (DD) 

Dillsburg PA 

(717) 502-85 00 Fax (717) 502-8510 
Contact: Scott Webb, President 

Business: Rental of silenced diesel generators, distribution 
equipment, air conditioners and pumps. Serving central 
Pennsylvania. 


Markair Power Solutions 

a Division of Markair, Inc (DD) 

Jacksonville FL 

(904) 279-2500 Fax (904) 279-0201 
Contact: Bob Swesey, Power Systems Business Manager 
Business: Markair Power Solutions is the Northeast Florida 
Dealer/Dirstributor for Lynx Power Systems, Triton Power 
and Gillette Generators. Our products include gas and 
diesel power generation products along with manual and 
automatic switchgear components. Our services include 
full turnkey installations. We service the residential, com- 
mercial and industrial markets. 

Matthews Electric Inc (DD) 

Pembroke MA 

(781) 273-3271 Fax (781) 273-3671 

Contact: Scott Matthews, President 

Business: Sales, installations and service of portable and 

standby generators for home or small business. 

Mel Clark Electric, Inc. 

d.b.a. Clark Electric Service (DD) 

Mesquite TX 

(972) 226-7275 Fax (972) 226-7278 
Contact: Mel Clark, President 

Business: Design, install, maintain and repair electrical 
generating systems. 

MGI - Morgan General Mechanical Group, Inc. (DD) 

Deerfield Beach FL 
(954) 360-9808 Fax (954) 360-9833 
Contact: Richard Schulz, Director of Generator Division 
Business: MGI sells, installs and maintains generator sys- 
tems. We are licensed mechanical, general, electrical and 
pollutant storage. Our technicians are factory trained in 
troubleshooting and repairing engines, generators, transfer 
switches and paralleling systems. 

Mid America Power Systems (DD) 

Riverside MO 

(816) 587-6400 Fax (816) 587-6554 
Contact: Tyson Robinett, General Manager 
Business: Distributor for Kohler Power Systems with terri- 
tory of Kansas and Western Missouri. Generators from 8.5 
to 2800 kW plus ATS, switchgear, generator enclosures, 
and other accessories. Service provider on all makes of 
standby generators. 24/7 service, parts and sales. 

National Catastrophe Restoration, Inc (AD) 

Wichita KS 

(316) 636-5700 Fax (316) 636-5312 
Contact: Dale E. Smith, Vice President of Management 
Business: NCRI is an emergency disaster restoration com- 
pany. We own several diesel generators as well as rent 
generators as needed. 

Power Plus! (DD) 

Orange CA 

(888) 970-0007 Fax (800) 784-8318 
Contact: David McCorkle, Regional General Manager 
Business: Power Plus! supplies world-class quality services 
nationwide. The company specializes in the sales, service 
and maintenance of generators, uninterruptible power sup- 
ply systems, and batteries from distributed generation and 
co-generation to utility installation and data center servic- 
es. Power Plus! is committed to maintaining your critical 
power with innovative, cost-effective solutions. 

Power Systems Service and Testing (AE) 

Punta Gorda FL 

(941) 380-7385 Fax (941) 625-5729 
Contact: Helen Casey, CEO 

Business: Service and PMI for Prime and Standby genera- 
tor systems. 

Precision Power, Inc (DD) 

Kaysville UT 

(801) 544-4619 Fax (801) 544-7010 
Contact: Eddie McCormack 

Business: Generator and switchgear maintenance and re- 
pair for all makes and models. Sales and installation for 
Baldor, SDMO, Norpro, and ASCO. 


Professional Engine Systems (DD) 

Canfield OH 

(330) 533-6636 Fax (330) 533-5235 
Contact: William Hendricks, CEO 
Business: Professional Engine Systems Inc. is a sales and 
service company. We offer a complete rebuild shop, ma- 
chine shop and radiator shop. We repair generators and 
controls. We have worked on units up to 2.5 MW. We 
represent Coleman, Cummins Generator Technology, 
Generac, Kohler, Marathon, Onan, Spectrum, Voltmaster 
and Winco. 

Propace Ingenieria S.A (DD) 

San Jose Costa Rica 

(506) 253-4341 Fax (506) 283-530 

Contact: Esteban Alvarez 

Business: We are dealers of Baldor Electric Co (generators, 
motors and drives), Pramac Industries and SDMO Indus- 
tries. We assemble automatic transfer switches. We sell 
Woodward and Basler Electric products. 

Puckett Machinery Company (DD) 

Jackson MS 

(601) 592-0680 Fax (601) 949-3984 

Contact: Rick Apple, General Manager/Engine Division 

Business: Caterpillar Dealer 

S.O.E. Technologies Inc (MF) 

St Mathieu-de-Beloei PQCanada 
(450) 536-3655 Fax (450) 536-1799 
Contact: Daniel Girard, President 
Business: Variable speed gensets are now possible with 
S.O.E. Technologies’ continuously variable speed trans- 
mission. These transmissions, when installed in a genset, 
enable a generator’s engine to adjust its speed, while 
maintaining alternator speed at 1500 or 1800 rotations 
per minute. Thanks to its intelligent electronic controller, 
the SmartGen system effectively brings the engine to its 
optimum operating speed according to the power drawn 
by the generator. The end result is significant fuel savings, 
fewer emissions and reduced noise. 

Travis Brewer (AF) 

Vero Beach FL 

(772) 569-8020 Fax (772) 569-0740 
Contact: Travis Brewer, Student 

Business: Just completed Generac Training School. Cur- 
rently enrolled in “Contractors Institute” to take masters 
test. Plan to service and install generators following 
completion. 

Tyco Electronics Power Systems (AC) 

Sparks MD 

(410) 316-6022 Fax (410) 316-6068 

Contact: David K. Brant, Field Engineer 

Business: We engineer, furnish and install telcom power 

systems. 

VCU Health Systems (AD) 

Richmond VA 

(804) 828-6308 Fax (804) 828-2499 
Contact: Jason Jones, Maintenance Mechanic 
Business: VCU Medical Center is a 760 BCD Hospital. We 
are the only Level 1 trauma center in central Virginia. The 
health system consists of over 2.5 million square feet in 
downtown Richmond and several satellite clinics. 

William Lane Enterprises, Inc (DD) 

Sacramento CA 

(916) 344-0288 Fax (916) 344-1209 

Contact: William C. Lane, President 

Business: Dealer for Kohler Engines & Generators, Kubota 

Engines & Generators, Guardian Engines & Generators, 

MQ Power Systems, Multiquip, Harco Exhaust Systems, 

Cutler-Hammer Transfer Switches. 
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Maximum Power. 
Peak Performance 



line of portable, standby, prime power and 
peak-shaving generators in the industry. From 
1.3 - 2,000 kW in gasoline, LP, natural gas 
or diesel, there's a Baldor generator for every 
power requirement. Each generator is designed 
and manufactured for maximum performance 
and reliability, making Baldor generators "the 
power solution" for industrial applications. Now 
that we've peaked your interest, make Baldor 
generators your industrial power choice. 

Log on today for complete information. 


Baldor 
Generators 
Expands 
lane to 
2,000 kW. 



GENERATORS 

Unmatched Quality. 
Superior Reliability. 



©2003 Baldor Electric Company 


www.baldor.com 




You 
Total 


The ASCO 4000 Se- 
ries Digital Generator 
Paralleling Control 
Switchgear enables 
you to customize a power 
control system that satisfies 
your specific requirements. 

Build a system from 
scratch that starts, synchro- 
nizes, parallels, monitors 
and protects prime, emer- 
gency, and standby power 
systems. 

You can even specify 
the brands of engine-gen- 
erators and circuit breakers 
you prefer. Industry leading 


load bus optimization and 
load management exper- 
tise is standard. 

And standard engineer- 
ing design reduces lead 
and delivery times, facili- 
tates installation and start 
up, and empowers you to 
meet the pressures of tight 
deadlines. 

The control switch- 
gear, of course, is listed to 
UL 1 558. 

Take control. Email 
brian.phelan@asco.com for 
a 1 6-page color brochure 
describing the switchgear 
in detail. 

Or call toll free 800- 
800-ASCO, or visit 


www.ascopower.com. 
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EMERSON 

Network Power 


EMERSON. CONSIDER IT SOLVED 






